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New Paper Work 


For Dealer Paper 


New contracts and new rules will soon 
govern credit in California see page 3 


Buy an Appliance 
—See the World 


You can do it if you live in Minnesota 
and are a consumer served by one of that 
state’s co-ops. A free trip to Miami 
Beach is expected to move 15,000 major 
appliances see page 3 


Does New Color Tube 
Mean More Color TV ? 


Maybe so, say industry sources, as they 
examine a new G-E camera tube which 
makes it possible to televise a show with 
as little as one-twentieth the light needed 
by tubes now in use see page 4 


Would You Invest 
$28.000 in Cabinets? 


That’s exactly what Milwaukee dealer Ed 
Droege has done and he attributes his 
success in selling high-style kitchens to 
the displays he has built out of this in- 
vestment in merchandise see page 12 


He Found an Answer 
In Combinations 


How do you like this for a formula? Pick 
out a hot item, load your floor with it— 
and then sell hard. Dealer H. E. Peters did 
just that with combos and sold 188 in 14 
months see page 16 


F igures Don't Lie 


And the story they tell is a happy one for 
the appliance business. October statistics 
for six more majors are available this 
week and only two of them dipped below 
1958 levels. And for the year to date, 
they're all on the plus side _— see page 30 
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...Are SPIFFS 
Payola ? 
...ls SWITCHING 
[legal ? 


Belligerently waving the big stick, the 
Federal Trade Commission last week raised 
these twin bogeymen for appliance dealers, 
distributors and manufacturers. 


By following on the heels of the psyola 
scandals, exposure of TV quizzes and a cam- 
paign to end bait advertising, the questions 
are causing industry-wide shudders. 

“Can we spiff at all?” wondered a growing 
number of dealers and distributors. 


And if we can spiff, ran the speculation, 
can our salesmen legally switch a customer 
to a spiffed product? FTC’s lawyers answered 
to the point: If the customer is unaware of 
push money, he is being deceived. 

Until 1938, manufacturers could spend 
push money on retail salesmen with the 
knowledge of their employers (thus avoid- 
ing commercial bribery). That much was 











settled in 1921 by a ruling of a federal court. 


But in 1938, Congress passed the so-called 
Wheeler-Lea Act amending the code by 
adding “unfair methcds of competition.” 
It is this additional language that FTC 
lawyers now believe covers push money. 


Under this theory the FTC would not have 
to prove any injury to competition. So long 
as the customer was unaware that a spiff 
was in operation as the salesman made his 
pitch, deception would be proved. 
Although there has been no judicial ruling 
on this theory and the FTC has not brought 
any push money prosecutions under Section 
5 in a long, long time, dealers may find small 
comfort from these facts for a good reason: 
payola. That scandal may have brought the 
issue to the merchandiser’s doorstep. 
Continued on page 6 





“... Can you swear you’ve never taken spiffs?” 
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Dealers Will Be 
Taught ‘Bossing’ 


New school of sales manage- 
ment sponsored by NARDA is 
aimed at Chicago area dealers, 
but others may get in. 


The school price, $75, is designed 
to help bosses train themselves -in 
bossing. The faculty is headed by 
Marvin Rafal, New York executive 
training specialist, and Dr. Henry 
D. Ostberg of the “Journal of Mar- 
keting” and New York University. 


It will be held Jan. 17-20 on the 
downtown campus of Northwestern 
University. 

NARDA kicked off the drive to 
get 50 Chicago dealer-students at 
a luncheon for distributor execu- 
tives, who were asked for their 
views and for their assistance. 
While immediate reaction was 
mixed, enough dilistributors evi- 
denced a willingness to “talk it up” 
that NARDA should be able to come 
close to the desired goal of 50 stu- 
dents. 


In the event a full roster cannot be 
obtained in Chicago, NARDA plans 
to throw the school open to out-of- 
towners, which practically guaran- 
tees a full attendance in view of 
NARDA’s past success with vari- 
ous dealer training sessions. 


Color Television 
Opens Wallets 


Color television, which is having 
difficulty selling itself, turned in a 
zood job last week moving the 
other fella’s stuff. 

It started simply enough. Cus- 
tomers wandering around R. H 
Macy’s Roosevelt Field store ran 
into strategically placed TV sets 
in 20 locations. And then things be- 
gan to happen. 

On came the sets with a live prod- 
uct demonstration of tape record- 
ers. Customers at the widely sepa- 
rated counters paused to watch. 

And since the demonstration usu- 
ally caught the consumer in a buy- 
ing or inquiring mood, people be- 
gan to amble into the radio-hi-fi 
department to ask questions—and in 
many instances—to buy. 


Importers of the Phono-Trix tape 


recorder, one of the guinea pigs in 
the closed circuit colorcast, were 
pleased with results: 50% jump in 
sales during the 10-day experi- 
ment. Traffic and direct inquiries in 
the radio-hi-fi department were 
even higher. 

The complete color studio was 
set up in the store by RCA ‘téch- 
nicians. 





Gas Men Revise Guess 


In June, gas appliance and equip- 
ment manufacturers predicted 1960 
sales would beat 1959 by 3.8%. 
Now, according to a Gas Appliance 
Manufacturers Association survey, 
they’ve shaved that estimate down 
to only 0.7%. 

GAMA softened the blow in its 
report by pointing out “even slight 
increases: in many categories pre- 
sage new sales peaks in the year 
ahead.” 








Step-up with swivel in the new 
Zenith 23-inch line is this model 
E2755R carrying a $349.95 suggested 
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retail. Over this model are one con- 
ventional and three Space Command 
sets with prices in steps to $499.95. 


Zenith Lifts Face of 1959 Line 
And Goes to 23-Inch Television 


Six new 23-inch square tube 
models lead changes across 
whole line, shown last week to 
100 company distributors in 
Chicago. 


The new Zenith line shows a 
middle-of-the-year updating of the 
line introduced in Chicago last 
June. There are three big changes: 
introduction of the 23-inch mod- 
els; the stereo console line; and an 
expanded line of remote radial 
speakers. 


There was no change in the Zenith 
long-line philosophy, nor in the 
company’s emphasis on high-end 
Space Command models. There are 
39 basic TV chassis for 1960, and 
18 of these come with either the 
300 or 400 series remote tuning. 

Cver in stereo, Zenith has evi- 
dently gotten strong evidence from 
the market place that the one-piece 


unit is here to stay Of 12 stereo 
consoles, just one is a two-piecer. 
Six have FM-AM radio as standard 
equipment; three more will accept 
an all-new drop-in tuner in the 
record storage department, listing 
at $75. Every console has provision 
to take full advantage of Zenith’s 
multi-channel stereo, and an ex- 
panded line of twin remotes in six 
types and as many as seven finishes 
should get heavy play as add-ons. 


The 23’s cover the middle of the 
Zenith line, ranging from $319.95 
to $499.95, suggested retail. The 
new custom 23 super chassis devel- 
oped for the square tube sets runs 
at 18,000 volts, according to the 
company, and uses a new high- 
speed gun to get full brightness into 
the corners. As with other 23’s, the 
Zenith tube has the cinelens dark- 
ened safety glass bonded perma- 
nently to the face of the tube. There 
are three Space Command 23’s. 





THIS WEEK’S COLOR TV 


MONDAY (AIl Times E.S.T.) 
6:30 A.M. (NBC) Continental 
Classroom (Monday-Friday ) 
11 A.M. (NBC) Price Is Right 
(Monday-Friday ) 
12:30 P.M. (NBC) It Could Be 
You (Monday-Friday) 
10 P.M. (NBC) Steve Allen 


TUESDAY 
9 P.M. (NBC) Arthur Murray 
9:30 P.M. (CBS) Red Skelton 
9:30 P.M. (NBC) Cindy’s Fella: 
James Stewart, George Gobel 


WEDNESDAY 
8:30 P.M. (NBC) Price Is Right 


9 P.M. (NBC) Perry Como 


THURSDAY 
9:30 P.M. (NBC) Tennessee 
Ernie Ford Show 


FRIDAY 
8:30 P.M. (NBC) Bell Teiephone 
Hour (Christmas music) 


SATURDAY 
10 A.M. (NBC) Howdy Doody 
10:30 A.M. (NBC) Ruff & Reddy 
7:30 P.M. (NBC) Bonanza 


SUNDAY 
9 P.M. (NBC) Dinah Shore 
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California Takes Tight Grip | 


On Dealers’ Credit Sales 


In a few weeks, new style con- 
tracts and regulations will gov- 
ern dealers’ obligations to 
buyers and interest rates. 


When the California Joneses sit 
down to sign the papers for that 
new washer after Jan. 1, the dealer 
is going to explain that contract 
like he’s never done before. He is 
going to use a new contract form 
designed to see that the buyer gets 
a fair shake when signing away 
part of his pay check for a couple 
of years. 

Over the heads of the California 
dealers will be hanging the sword 
of the state’s attorney general’s of- 
fice, ready to enforce Assembly Bill 
500, known as the Unruh Act. This 
act, which was added to the Civil 
Code in April, regulates transac- 
tions in goods and services by pre- 
scribing the form of contract; by 
limiting charges and by regulat- 
ing the rights of the seller in 
event of default. It will apply when 
these three conditions exist: 1. The 
goods are for consumer use; 2. The 
contract is payable in installments; 
3. There is a carrying charge. The 
act is directed particularly at ap- 
pliance-TV-furniture dealers be- 
cause automobile sales already are 
covered by Section 2982 of the Civil 
Code. 


The new law is “The most impor- 
tant single piece of legislation .. . 
since the depression days .. . pro- 
viding the broadest coverage and 
protection of the consumer,” stated 
Assemblyman J. M. Unruh of Los 
Angeles who authored the bill. Un- 
ruh had been chairman of a legis- 
lative committe which investigated 
installment buying “racketeering.” 
In signing the bill, Governor Brown 
said that it would protect Cali- 
fornians from “outrageous carrying 
and insurance charges.” 

However, legitimate appliance- 
TV-furniture dealers have “noth- 
ing to fear” from the regulations 
imposed by the Unruh Act, accord- 
ing to R. L. Hunt, attorney and as- 
sistant vice president of the Se- 
curity First National Bank, Los 
Angeles. “It imposes some burden 


on the seller, but the legitimate 
merchant will have no difficul- 
ty ... ” Hunt stated. 


The contract must be a single docu- 
ment in at least eight-point type 
with a complete breakdown of the 
cash sale price, trade-in allowance, 
amount of financing charges, total 
cost and amount and dates of re- 
quired payments on all credit sales 
involving $50 or more. 


It also must carry a clear warning 
advising the buyer not to sign with- 
out reading or, if there are any 
blank spaces. 


It will be against the Civil Code 
for a retailer not to deliver or mail 
the buyer a legible copy of the con- 
tract—and until the seller does so, 
the buyer is obligated only to pay 
the cash price. 


On conditional sales contracts, the 
California dealer may not exceed 
charges of more than five-sixths of 
1% per month on the unpaid~bal- 
ance under $1,000—or more than 
two-thirds of 1% on the amount 
above $1,000. If the charge amounts 
to less than $12, the dealer may 
charge $12—but if the due date is 
eight months or less, then a $10 
service charge is legal. The buyer 
may request in writing a statement 
showing the unpaid balance—and 
the dealer must provide this once 
each year without charge. (This 
does not apply where the buyer 
receives a coupon book or pass- 
book that automatically indicates 
payments, credits, charges and un- 
paid balance.) 


Add-on sales are permitted, but 
while the goods purchased under 
the first contract shall be security 
for the goods purchased under sub- 
sequent contracts, they are security 
only until the amount paid to the 
seller covers the amount of the first 
contract. (The act goes into detail 
on the handling of add-on contracts 
to meet the problem of “jewelry 
store contracts” which keep goods 
as security for years after they and 
succeeding purchases have been 





Engineers Are People 


So are researchers. And it would 
be a good idea if sales and mer- 
chandising departments improved 
communications with these not- 
necessarily-way-out technical men. 
At least that’s what Donald G. Fink, 
head of research for Philco Corp., 
told the Poor Richard Club at a 
luncheon meeting in Philadelphia. 


Fink pointed out that key technical 
features in new products are not 
mysterious at all. They just seem 
that way to sales, promotion and 
merchandising men who aren’t fa- 
miliar with the details. 

Illustrating his point, Fink trans- 
lated some recent technical projects 
into layman’s language. He told of 
a stereo broadcasting method that 
allows AM stations to program two 
programs on the same channel. 

Fink went on to discuss transis- 
tors and the parts they’re playing 
in Philco’s new products. 








Customers can leave appliances in 
these boxes during hours a service 
department is closed, dropping keys 
for serviceman. Royal Supply Co. of 
New Orleans uses them. 





see 


... and Out Pops Enrico Caruso 


The big horn gramophone (circa 
1901), demonstrated by Fisher Ra- 
dio’s John Middlebrook, was part of 
$25,000 live “Evolution of Tone” dis- 


play at Werlein’s in New Orleans. 


All-industry rather than product ap- 


proach was tried. Show got “highly 
successful” rating from store. 





The Bait: A Trip toSunny Florida 
The Result: 15,000 Majors Sold 


When they promote the sale of 
electrical appliances in Minne- 
sota’s rural areas, they really 
do it up brown. 


“They” in this case, are the 
Minnesota Electric Cooperative and 
dealers and distributors in the area 
it serves. 

Their latest promotion—a three- 
month-long contest with an all-ex- 
pense trip to Miami Beach as top 
prize—will help move at least 
15,000 majors, one MEC official pre- 
dicted. 


Any of the MEC’s 275,000 consumer- 
members purchasing at least one 
of five major appliances from a co- 
operating dealer, between Oct. 1 
and Dec. 31, can enter the contest. 
The five majors are electric ranges, 
washers, dryers, water heaters and 
combos. 

Cooperating dealers are plugging 
the contest with window displays 
and manufacturers and distributors 
are helping out with advertising in 
local newspapers and in the “Rural 
Minnesota News’’—official publica- 
tion of the MEC. 

Most of the 48 local consumer 
electric cooperatives which com- 
prise the MEC are promoting the 
contest—and appliance sales as 
well—with some added _ induce- 
ments of their own. 


For example, nine local cooperatives 


offer a choice of small appliances 
—ranging from a power saw to a 
mixer—to purchasers of majors 
during the contest. Another coop- 
erative is giving each appliance 
buyer $15 credit on his electric bill. 
Many provide free wiring, or at 
least installation allowances—usual- 
ly $10 to $20—on purchases of 
ranges, water heaters and dryers, 
and one even offers 50 Kwh free 
for six months on the purchase of 
a dryer. 

The MEC launched its first big 
promotion about six years ago. 
Now, the cooperative runs three or 
four promotions yearly, usually 
with a seasonal tie-in. Summer pro- 
motions push refrigerators, freezers 
and air conditioners, while winter 
promotions stress ranges, water 
heaters and laundry units. The Mi- 
ami Beach trip—a week for two in 
January—is the richest prize the 
MEC has yet offered. 


How successful are these promo- 
tions? More than 3,000 dryers were 
sold during one special contest last 
fall, with about 300 dealers and 15 
to 18 distributors cooperating. And 
MEC officials expect this current 
contest to be just as successful. 
“So far interest has been pretty 
terrific,” a MEC official said. 


The only puzzle seems to be: How 
does a one in 275,000 chance to go 
to Florida induce a Minnesota cus- 
tomer to buy an appliance? 








Recriprocal Trade Freezers 


Bound for Sweden 


Three-hundred Norge freezers were 
loaded aboard the S. 8S. Temnaren at 
Muskegon Heights, Mich. After 
steaming through the St. Lawrence 





en 


Seaway locks last week, the vessel 
headed for the Atlantic, where it 
may pass a load of Swedish-made re- 
frigeration units purchased by Norge. 





New G-E Camera Tube Could Mean 


More Color Television Programs 


And more programs may mean 
more color set sales for deal- 


ers in 1960. 


The new tube, which works for 
both black-and-white and color, 
needs from 1/10th to 1/20th the 
light now required to produce good 
TV pictures. Result: For the first 
time, TV studio colorcasts can be 
filmed under normal black-and- 
white lighting levels. And live 
events at sports arenas, auditori- 
ums and light-equipped ballparks 
can be carried in color without 
extra lighting equipment. 


Up to now, color TV has been 
chained to specially equipped stu- 
dios—except for outdoor events in 
bright sunshine—because it was 
too expensive to set up enough 
lights to brighten up night and in- 
door sports events and other “re- 
motes.” And, as dealers can well 
testify, one reason people have been 
holding back on buying color set: 
is that networks haven't offered 
more colored programs. 

So, G-E’s new camera tube gives 
color TV most of the programming 
flexibility of black-and-white tele- 
vision, according to J. F. McAllister, 
general manager of the company’s 


power tube department. He pointed 
out that color-equipped stations will 
be able to cut costs way down. And 
many of the more than 1,000 U. S. 
black-and-white studios can switch 
over to color without the big in- 
vestment for extra lighting, air 
conditioning equipment or electric 
power. Still a third plus: Performers 
won’t have to steam and sweat 
under the “bake-out’”’ temperatures 
now necessary for color filming. 

The new tube is extremely sensi- 
tive to light because of a high- 
gain, thin-film target of magnesium 
oxide about two-millionths of an 
inch thick. If 1,500 of the thin- 
film targets were stacked up, the 
pile would be as thick as a single 
human hair. 


G-E calls its new image orthicon 
tube GL-7629. It’s physically and 
electrically interchangeable with 
standard camera tubes, and it lasts 
“appreciably” longer. Price: about 
twice as much as the conventional 
black-and-white job. 

Cincinnati station WLW-T was 
the first to try out the tube. Right 
now, it’s transmitting pro basket- 
ball games. And 10 Cincinnati night 
baseball games are on the schedule 
for 1960. 





Want the Most From a Washer? 


If you do, answers the American 
Home Laundry Manufacturers’ 
Assn. in a new publication, “Your 
Automatic Washer,” you will: 

Read your warranty; ask ques- 
tions, read your instruction book 
carefully and thoroughly; use the 
recommended washing aids; listen, 
and make simple checks before 
calling the serviceman. 

The four-page booklet was pro- 
duced by the parts and service 


committee of the AHLMA to ac- 
quaint new and prospective pur- 
chasers of home laundry equipment 
with automatics and to tell them 
how to avoid service calls. 


“As with any other machine, serv- 
ice will be necessary from time to 
time,” the booklet declares. “Few, 
if any other household appliance 
does as many mechanical, electrical 
and chemical actions to accomplish 
its good work.” 


More good advice from the booklet: 
Don’t install; don’t repair, and 
don’t misjudge the washer if it re- 
quires mechanical correction. 

The booklet also gives pointers 
on service and what to expect from 
a serviceman. About 200,000 cop- 
ies of it have been ordered by as- 
sociation members. 
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It Can Happenin Italy—Mass 
Markets Are Developing 


In the 20’s, the U. S. saw ap- 
pliance production boom for 
consumer household durables. 
Now “Italian Trade Topics” 
reports... 


. . . that refrigerators are leading 
the climb with washing machines 
just a step behind. 

Lower income levels kept the 
mass market development out of 
Italy in the early 50’s, when it ex- 
ploded into Great Britain, France 
and West Germany. Now, Italian 
incomes have been increasing so 
rapidly—more rapidly than in most 
European countries—that consumer 
goods are within the reach of a large 
part of the population. 


Here are some specifics: Only 65,- 
000 Italian refrigerators were manu- 
factured in 1953. Last year, produc- 
tion totaled 430,000. This year it 
should reach 480,000, and by 1965, 
manufacturers hope to hit an even 
million. Because of their lower 
prices, 3- and 6-cu.-ft. boxes are 
most popular and larger units are 
usually bought by those buying re- 
placements. 


Washing machine sales are expected 
to move from 15,000 in 1953 to 125,- 
000 this year. The washers are 
of simple design—somewhat like 
American early units. 

In fact, “Trade Topics” points 
out, the entire Italian appliances 
industry resembles the American 
industry of a few decades ago. Until 
recently, each branch had a vast 
number of producers, with relative- 
ly limited production in each plant. 
As long as that situation continued, 
opportunities for using mass pro- 
duction techniques remained limit- 


ed. Now, the smaller firms are dis- 
appearing, leaving the field to a 
few large, prominent firms which 
can utilize mass production. 


While production increases in other 
appliances aren’t as dramatic as in 
refrigerators and washers, they are 
substantial. Less than 35,000 elec- 
tric stoves were made in 1953. More 
than 60,000 will be produced this 
year. Vacuum-cleaner production 
will rise from 45,000 six years ago 
to 65,000 in 1959. 

Further impetus to the appliance 
boom comes from Italian participa- 
tion in the European common mar- 
ket. Italy hopes to begin marketing 
appliances in France, Belgium and 
West Germany soon, reversing the 
present trade pattern. 

American firms aren’t missing 
out on the new white goods’ mass 
markets. A number of U. S. brands 
—usually produced in Italian fac- 
tories owned wholly or in part by 
American companies, or under li- 
censing agreements with American 
firms—are beginning to appear in 
Italian homes. 


Italy’s white goods revolution should 
prove a blessing fer Italian frozen- 
foods makers. Until now, Italian 
frozen foods were produced large- 
ly for export to neighboring Euro- 
pean countries, especially Ger- 
many. That’s because proper re- 
frigeration facilities weren’t gen- 
erally available in Italian food 
shops and homes. With more re- 
frigerators in use, frozen foods are 
expected to play a greater role in 
the Italian diet. To stimulate sales, 
some frozen-foods manufacturers 
are experimenting with making 
frozen-foods cabinets available to 
their customers. 





News From Around the World 


LONDON—United Dominions 
Trust, a British finance house,. has 
come up with a European export- 
import installment buying organi- 
zation called the “Amstel Club.” 

Under the plan, finance houses in 
various European countries will of- 
fer credit facilities to exporters 
and importers of “Amstel Club” 
countries. Installment purchases of 
both consumer and capital goods 
will be financed. Terms are the 
same as for domestic credit buying. 

So far, Germany, Holland, Swe- 
den, Switzerland, Austria and the 
United Kingdom are represented in 
the plan. Negotiations are still con- 
tinuing with France, Belgium and 
Norway. Several U. S. banks are 
also showing interest. 


PARIS—Compagnie Francaise de 
Television (CFT) took the wraps 
off its color television system last 
week when it gave a demonstra- 
tion telecast for the Paris chapter 
of the Armed Forces Communica- 
tion Electronics Assn. 

The telecast, originated in CFT’s 
Paris laboratories, was beamed at 
the tower of Meudon, about seven 
miles south of Paris, and relayed 
back to Montmartre. 

Although CFT says the system is 
ready for commercial exploitation, 
the state-owned French radio-TV 


network (RTF) has not yet adopted 
it and apparently doesn’t plan to. 
In fact, RFT’s plan for a second 
French black-and-white channel 
has bogged down. So French tele- 
viewers have at least another year 
to wait before they’ll have a choice 
of two programs—and at least four 
or five before there’s a colar choice. 


PARIS—France has_ reduced its 
custom duties by 10% on some im- 
ports from countries outside the 
European economic community. 
Electrical appliances, transportation 
material, optical, precision, medi- 
cal, photographic and watch-mak- 
ing instruments as well as toys and 
musical instruments were the ma- 
jor items affected by the measure. 


TOKYO—Semiconductors will be 
manufactured for the first time 
under Japanese patents next 
spring. A financial and licensing 
tieup between Tokyo Electrochem- 
ical Co. and Taihei Electronics 
made the “first”? possible. 

Taihei Electronics holds 10 pat- 
ents in Japan as well as in nine 
foreign countries on manufacture 
of transistors and other units using 
semiconductors. Tokyo  Electro- 
chemical will build a plant in Kofu 
City designed to turn out 500,000 
semiconductors a month. 
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o Most dealers recognize that, Hoover products are the best on’ the market. 
a But some of you, or members of your sales staff, may not know why. 
- That’s the reason Hoover maintains a -product-information and sales- 
e. training program that keeps you and your staff up-to-date, and helps you sell. 
Hoover representatives break down every appliance in the line, show you 
ts exactly why the Hoover is better, more durable, more efficient than com- 
a petitive makes. They also outline to you sales approaches and features that 
“7 have been proved most effective. 
sl Is this Hoover program effective? Well, dealer after dealer whose sales staff: 
i- has participated in this program reports it has led to increased sales. ‘ 
x- If you’d like to reap the benefits of this Hoover program, just contact 
“ your Hoover representative. He’ll be happy to put on an information meet- 
4 ing for your salespeople. 
, TEAMWORK. The team of you and Hoover. It’s practically unbeatable. 
be The Hoover Company, North Canton, Ohio. 
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“It looks like our friend, Norton, is taking spiffs” 


ARE SPIFFS PAYOLA? 


Washington experts pointed out 
that there is something close to 
the “deception” theory in payola 
cases against record manufacturers 
and distributors charged with pay- 
ing disc jockeys to play their rec- 
ords. 

Because the unsuspecting public 
believes the records are played only 
because they are popular, the FTC 
is charging deception. (Actually, 
FTC’s cases on payola also charge 
“unfair methods of competition,” 
and do not rest solely on public 
deception. ) 


So far the FTC has failed to specify 
what sort of spiffing it’s out to stop. 
The distributor, usual originator of 
push money, or the appliance deal- 
er, who will take the special in- 
centive route to clear out unsensa- 
tional buys, are left wondering: 

Is it okay for a dealer to spiff 
on his own hook, or is the sin com- 
mitted at the distributor level only? 

And what does this do to big 
premium campaigns which might be 
called spiffs flavored with culture, 
what one midwesterner labeled: 
“push money for Mom.” 


Suppose a customer walks into a 
store and asks for Brand A washer 





Self-Service Majors 


..+ Who Says That? 


No one—yet. But an ad group 
estimates two-thirds of all retail 
sales in 1965 will be self-service. 
And that means more advertising. 

Why? Because the help-yourself 
trend is pushing salesmen into the 
‘background. And someone has to 
tell people about the product. So, 
according to the Bureau of Adver- 
tising of the American Newspaper 
Publishers Assn., Inc., smart re- 
tailers will be using more and more 
advertising and promotion. 

These words to the ad-wise came 
in an announcement of the bureau’s 
new “Time Table.” Each year the 
bureau puts out a handy calendar 
ad planner crammed full of retail 
sales information. Store owners 
who are confused as to how to 
spend their advertising dollars can 
get the guide from any one of the 
more than 1,000 member daily 
newspapers. 





CONTINUED FROM PAGE | 


when the salesman, pushed on by 
push money, is set to sell Brand X. 
Can he switch the customer with- 
out deception? 

“What's a guy going to do?” asked 
a knowledgeable salesman. “Is he 
going to say, ‘Mrs. Housewife, I’m 


selling you this Brand X because, 


it’s really the best one for the job 
and not because Mr. Brand X is 
giving me $5. Honest.’” 

Although spiff and switch are 
clearly big business, not everyone 
is put out by the potential loss of 
push money. 


A Chicago dealer claimed that one 
big brand de-emphasized a major 
dealer because the spiffs on top of 
ad money, price, service and freight 
were providing him with big volume 
and no dough. 

“Spiffs are bad,” a prominent 
eastern dealer said. “They con- 
tribute nothing to the public or the 
economy. They’re really sort of a 
kickback and I’d rather see ’em 
go.” 

At week’s end no one knew where 
the FTC’s club would eventually 
land. This much seemed certain: 
It’s too soon to conclude that the 
FTC is doing anything more than 
talking at the moment, even though 
the talk is loud. 


It has been years since the agency 
showed much interest in push mon- 
ey cases and it’s highly speculative 
whether the strong talk would be 
turned into stronger medicine. 

Experts in Washington figure the 
commission is riding the wave of 
public indignation on payola and 
fixed TV quizzes, but isn’t likely to 
undertake any real enforcement 
campaign. 


Yet, there’s one thing to keep in 
mind: the FTC, like other govern- 
ment agencies, is preparing to go 
to Congress in a few weeks to justi- 
fy its annual request for funds. And 


‘ the commission would like nothing 


better than to use the present furor 
to get extra money it says it needs 
to undertake a really effective cam- 
paign in this field. 

Hunting headlines around bud- 
get-making time is a hoary politi- 
cal tradition that few of the quasi- 
judicial agencies of government 
(the FTC is only one) can resist. 
It often works, too. 
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You'll Never Sell a Dream 
By Talking, Even in 60’s 


The market for appliances in 
the 60’s may be a dream, but 
talking about a dream appli- 
ance is not the way to sell it. 


That’s the opinion of American 
Motors’ B. A. Chapman, executive 
vice-president and general man- 
ager of the company’s Kelvinator 
division. 

Chapman has no doubt but that 
the so-called “Golden 60’s” will be 
just that, with appliance sales 
jumping 36% above totals achieved 
in the 1950’s. 

But he feels strongly that the 
industry has issued “too many 
press releases’ about dream appli- 
ances—and that this country made 
a big mistake by exhibiting a 
“dream kitchen which didn’t work” 
at the American exhibition in Mos- 
cow last summer. 


What can consumers expect, then, 
in the 1960’s? Chapman has some 
answers to that one, after noting 
that “true progress is slow and 
comes in small increments.” Re- 
frigerators will have better insula- 
tion, improved shelf arrangements 
and miniaturized mechanical com- 
ponents. Washers will handle a 
wider variety of fabrics with fewer 
controls. Ranges will be easier to 
clean and built-ins will have “in- 
tegrated styling’ which permits 
them to fit better into the overall 
kitchen. 

On two dramatic product im- 
provements — thermo-electric _re- 


frigeration and electronic cooking 
—Chapman is guardedly optimistic. 
He also expects further progress in 
ultrasonics. 


For today’s market, Chapman also 
had optimistic words—and new 
products. He told a New York press 
conference last week that he ex- 
pects business to be up 4% next 
year, but admitted that a some- 
what more optimistic guess by 
many of the editors present was 
possible. 

Chapman had good reason to be 
optimistic. He revealed that Kel- 
vinator’s sales for 1959 will be 35% 
ahead of 1958, with refrigerators 
(41%) and home laundry (43%) 
leading the way. 

For the year ahead, Kelvinator 
will go to market with new lines 
which include these features: 


e Three new refrigerator-freezers 
with completely automatic defrost- 
ing in both fresh food and freezer 
compartments. 


@ Dishwashers available in both 
portable, free-standing and built- 
in styles. 


e@ A new oven control system on 
free-standing ranges; it provides 
multi-heat, one-position broiling 


e@ Disposable foil oven linings on 
built-in ranges. 

For complete details of the new 
lines, see the New Products pages 
of EM Week next week. 





One-Call Service Gets Off Ceiend 
With Some Different Sales Twists 


Despite success in other parts 
of the country, Chicagoans 
shied away from one phone- 
call service agencies. 


The only previous entry in the 
Windy City never really got off the 
ground. Now, a new firm—Home 
Service Institute—has come along 
with some different ideas which 
appear to be paying off. 


This is what’s new in the HSI plan: 
one-call service is available not 
only to members—who pay a $12.50 
annual fee—but also to non-mem- 
bers, on a trial basis. The theory 
behind this is that homeowners ap- 
parently don’t appreciate the serv- 
ice agency’s value until they have 
used it at least once. “We don’t 
make a penny on these non-mem- 
ber jobs,” T. E. Wall, HSI’s execu- 
tive vice president, explains, “but 
we interest people in our service.” 


Service firms pay HSI an annual 
$240 fee, to insure performance. 


These firms also pay HSI a percent- 
age of their bill—ranging from 3 
to 10% on some home improve- 
ments, Wall explains. 

Two additional pluses, according 
to Wall, are more advertising than 
earlier firms undertook and “finan- 
cial stability which is attractive to 
tradesmen.” Much of this financial 
stability stems from A. C. Allyn Jr., 





partner in a big Chicago broker- 
age firm, as HSI president. 


HSI made some careful studies be- 
fore it went into the central service 
agency field. “The value of the idea 
appealed to us,” Wall explains. 
“We knew there should be a great 
demand by homeowners for this 
type of service, but others in the 
field hadn’t been successful. So we 
surveyed 500 homeowners to find 
out just what they wanted.” 


Six months after HSI was organ- 
ized, Wall estimates its membership 
at 16,000 to 17,000. Each month 
brings another 2,000 new members 
into the organization. 








Double Door’s the Deal 


That’s what W. C. Conley, Gib- 
son vice president in charge of sales, 
predicts. Backing up his guess with 
figures, Conley notes that in 1958 
double-door refrigerator-freezer 
combos made up a little more than 
30% of the industry’s sales. In 1959, 
the percentage jumped to over 
40%. And it could reach 50% by 
early 1960, he said. 

There are two reasons for the 
trend, Conley theorizes: better 
dealer promotion of the deluxe 
models and a growing willingness 
on the part of consumers to spend 
more for their major appliances. 
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| New True View Sylvania 23 TV selling so well. 


WE SIMPLY CAN'T MAKE 
THEM FAST ENOUGH 


Across the nation the demand for new True View Sylvania 23 TV has been far higher than 
anyone could have expected. In fact, the “Sold Out” sign is up in some areas. For the moment, 
: we simply can’t make them fast enough. 
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PRODUCTION INCREASED 50% 


We've taken steps to meet every single order for more True View Sylvania 23 TV sets. 
A We have boosted our production capacity a full 50%. We've instructed our parts suppliers to speed up 
their production immediately. As a result, our TV production lines— most fully automated 
in the world —are already beginning to speed up. 


If you have felt this shortage in your area, it’s because buyer enthusiasm struck like a prairie fire — 
] but not because of the steel strike. Sylvania stockpiled enough steel to carry us well into 1960. 


“SOLD OUT” WILL SOON BE “SELLING GREAT” AGAIN 


So please be patient. Just as fast as we can make more new True View Sylvania 23's, you'll get them. 
But we want to make this clear. Each set will meet the highest performance standards of 

os Sylvania’s strict quality control. Each will bring your customers the full benefits of Sylvania’s advanced 
audio and video engineering. And each True View Sylvania 23 will create one more 

is Sylvania-satisfied customer for you. 


| Bib. Sm 


Robert L. SHaw, President 
SYLVANIA HoME ELECTRONICS Corp. 
Batavia, NEw York 
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Young 
Chicago 
loves to buy.. 
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Your prime prospects for appliances are the young 
householders with growing families to bring up. 


In Chicago and suburbs the Sun-Times reaches more t h e 
young men and women up to 35* than any other ee 
Chicago newspaper. 


Y e 
Your advertising—in full color or black and white CC i 10a O 
is sure to reach these “biggest buyers’’ when you 
run in the Sun-Times. e 
sun -lime S 


*Source: Publication Research Service Study No. 5 
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Are Ward’s New Stores Aiming 
At Major Appliances Alone? | 


Flint’s new store is not a pro- 
totype of such a trend, but 
appliance dealers in that city 
are eyeing the well located 
store warily. 


Walter V. Summers, manager of 
Montgomery Ward’s Flint store, 
which opened last month, denied 
that it represented a “prototype” 
of the company’s future chain. It’s 
not true, he said, that Ward’s na- 
tionally is playing down furniture 
and draperies and concentrating on 
hard lines and home goods. But the 
Flint store stocks no draperies, 
furniture or lamps. 

“It’s a prototype,” he said, “only 
in fixturing and method of mer- 
chandising. For example, we just 
opened a store in Sharon, Pa., and 
they are handling a limited amount 
of furniture and draperies. 

“The merchandising method we 
are trying out,” Summers went on, 





Conley Buys Library— 


Music, Music, Music 

Frankie Lane, the Dorsey broth- 
ers and Bob Crosby are available 
for office work. 

The entertainers are included in 
a million-dollar music library with 
over 7,000 selections just bought by 
the Conley Electronics Corp. of 
Skokie, III. 

Purchased from Standard Radio 
Transcription Services, the library 
will be used in the MoodMaster 
automatic background system, first 
continuous, one-reel tape system 
available for all-purpose office use. 
The system is leased or sold through 
local distributors. 





To Bond Or Not to Bond? 


That’ll be the TV set question in 
1961, says a top man at Sylvania. 
Picture tubes in the 1961 models 
will be split along bonded shield 
and non-bonded shield lines, ac- 
cording to Robert L. Shaw, presi- 
dent of Sylvania Home Electronics 
Corp., television marketing subsid- 
iary of Sylvania Electric Products 
Inc. 

But there’ll be no question about 
tube size, Shaw told the Radio 
Television & Appliance Assn. of 
New Orleans. The 23-incher is in. 

Shaw went on to say that Syl- 
vania will be sticking with the 
bonded shield tube exclusively for 
three reasons: it stops the dust 
problem; it reduces by nearly 67% 
the causes of distortion and reflec- 
tions from outside the set; and it’s 
“the safest picture tube ever pro- 
duced.” 

Shifting his sights back a year, 
Shaw said 1960 would be a “sound 
growth year” for all segments of 
the national economy and _ that 
“this growth will be particularly 
emphatic in the electronics indus- 
try.” He estimated TV set sales to 
consumers in 1960 at 6.1 million, 
compared to an estimated 5.7 mil- 
lion in 1959. 

As for Sylvania’s TV sales pic- 
ture, Shaw looks for a record year 
in 1959. “One of the major reasons 
for this success is the exceptional 
consumer reception of our 23-inch 
bonded shield line,” he added. 


“is reduction of the warehousing 
area. We can draw on our distribu- 
tion centers in nearby Detroit and 
Highland Park, Mich., to give fast 
delivery, and also our main ware- 
house in Chicago. Our warehousing 
space is limited to the perimeter 
area of the store, but this new idea 
is predicated on giving the customer 
fast delivery.” 

Appliance dealers in the Flint 
area generally agreed that the new 
Ward’s meant more competition, . = —— ' sept: 
but it was too early to tell how Kicking off the biggest retail cam- support “The Gleam of Stainless 
much the air-conditioned, 150x200- paign ever staged to promote stain- Steel” theme in 61 department stores 
ft. store would cut into local appli- less-steel products, International (almost double 1959 total) across the 
ance dealers’ business. Nickel Co., Inc., will use this ad to entire nation in February of 1960. 














AND STILL 
CHAMPION 


-THE MARKET-SWEEPING GIBSON TOP-MOUNT TWO-DOOR 


Remember what it was like trying to sell | 
2-door refrigerator-freezers before Gibson 
went into action? Lots of appeal—but only 
one prospect in a dozen could buy—and even 
then the Dealer wound up taking the short end. 


Man, how that’s changed! Gibson shattered 
the artificial price-barrier—made the 2-door 
available to the big middle market—and 
thousands of Gibson Dealers cashed in! Still 
going on, too. Gibson’s handsome, top-quality 
156 two-door, introduced at the big San Juan 
convention, is shipping and selling in record 
quantity today. 








If you’ve been handling a “me too” top-mount 
two-door, why not line up with the one which 
opened this gigantic middle-price market. 
The one that knows it best today. Gibson, \ 
that’s the one! 


HAWAnH 
BY JET 


iN ‘60! Volume sellers like the Gibson Two-Door Gibson G-156F01 Refrigerator-Freezer 14.34 cu. ft. 100 Ib. True-O Freezer 
make it wonderfully easy to become a qualified Gibson Completely Automatic Defrost—no frost in freezer or refrigerator, ever! 
Dealer ... and to fly by Pan American Intercontinental 
707 Jet to Gibson’s huge convention in Hawaii. Get 
the eye-opening details from your Gibson Distributor. 
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Gibson Retrigerator Company, Greenville, Michigan, a Division of HUPP Corporation 
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BROCKWELL says 
“Sell Slow-Movers— 


Don’t Scrap ’em” 


Stock-taking time is just ahead. That might not constitute a 
problem for you as far as your sales department inventory is 
concerned, but how about that jungle called Repair-parts 
Storeroom where a thimble-full of things sometimes add up to 
$20 worth, more or less? Maybe you'd like to see that depart- 
ment put in better shape. More will be said here in a later issue 
about appropriate orderliness—how to achieve and maintain 
it—in the parts department. Right now here’s a pre-inventory 
step that might interest you. 


Have you on hand parts whose demand has petered out because 
the appliances for which they were originally stocked have 
thinned out among your clientele? 

Perhaps you are fed up with counting and recounting some 
of the same items—if you haven’t already written them off. 
Possibly you’ve scrapped some of them. Don’t, however, con- 
sider scrapping any more slow-movers until you have made 
at least one effort to sell them. That your demand for certain 
parts has withered doesn’t mean necessarily that everybody 
else’s in the area has. (If you have an arrangement with the 
distributor of your principal line of appliances to return for 
credit slow-moving parts of that brand once a year, handle 
those in the usual way of course.) 


Here’s a stunt worth trying to get rid of the rest of them that 
has worked well for many dealers. 

Your repairman can handle most of the details of this busi- 
ness, but do set aside a few minutes to spend with him on the 
initial steps to get him off to a good start. (When he’s been 
through this routine once, he can do it all thereafter.) That is, 
help him select some of the slow-movers to get him in the 
mood, for this sort of thing might be entirely new to him. Ask 
questions if he seems reluctant to part with some ancient treas- 
ure. And tell him to tag or otherwise identify every item to 
be disposed of with its part name, number, brand and cvrrent 
list price and then spread out the parts on a table where poten- 
tial buyers can readily inspect them. 

Put the table in a convenient place but not necessarily in a 
prominent spot in your showroom where this pile of pieces 
would detract from your new-appliance displays. 

Then contact the independent repairers and other servicing 
dealers (as many as possible) in the area whom you think would 
be even slightly interested in buying any or all of this stuff 
at bargain prices and invite them to come in and look it over. 
One of the independent repairers might even make a lump 
sum offer for the lot. If the offer is within reason, accept it 
and rejoice. If not, sell the parts in smaller lots to as many 
buyers as you have to at tempting prices, say, 15 to 20% 
below cost (using the larger discount to induce the purchase 
of larger lots) and have done with this business as quickly as 
possible and make better use of that storage space and that 
hitherto idle cash as well. 


ABOUT THE AUTHOR—P. T. Brockwell’s name is a familiar one to the readers 
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January 


January 


January 
January 
January 


January 


of ELECTRICAL MERCHANDISING. His articles on effective service 
management have earned him a wide following among appliance 
dealers and his two series of articles on repairing both major and 
small appliances have been reprinted in book form by the McGraw- 
Hill Book Co. A serviceman himself for many years, Brockwell 
turned to writing when eye trouble forced him to leave the service 
field. But his years of experience have stood him in good stead and 
appliance dealers all across the country have no trouble in recogniz- 
ing that Brockwell knows what he’s talking about when he discusses 
service problems. He’ll be doing just that in this new column which 
will be a regular monthly feature in EM Week. 





1960 SCHEDULED MEETINGS 


National Appliance Radio/TV Dealers Assn., Annual Con- 
vention, Hilton Hotel, Chicago 


Winter Markets, Merchandise Mart & Furniture Mart, Chi- 
cago 


Electrical Women’s Round Table Annual National Confer- 
ence, Edgewater Beach Hotel, Chicago 


49th Annual NRMA Convention, Hotel Statler, New York 
National Housewares Show, Navy Pier & Drill Hall, Chicago 
Los Angeles Hi-Fi Show, Pan Pacific Auditorium 


National Association of Home Builders, Annual Meeting and 
Exposition, Hilton and Sherman Hotels, Coliseum, Chicago 











she's doing 
everything possible 
to get a look at the 


revolutionary 
new 


WESTINGHOUSE | 
REFRIGERATOR 


Word’s leaked out . . . and she’s so intrigued, she can’t wait to get a look at this 
amazing new refrigerator. It looks different . . . it is different! A real crowd 
stopper and traffic builder that will bring you no end of refrigerator sales because 
“it provides food-keeping convenience women have been looking for . . . for years! 
Don’t miss it! Keep your eyes on this publication for the exciting announcement, 


coming soon! Another reason why . . . THE BIG SWING IS TO WESTINGHOUSE! 


Westinghouse Electric Corp., Major Appliance Division, Columbus, Ohio 
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Attention to detail makes these 3 displays practically self-sellers 
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...says Milwaukee dealer Ed Droege, 


who is convinced that the best way to 


66s 


sell kitchens is to display them “‘in 


the right places” 


For the Wisconsin Kitchen Mart, the “right” 
public exposure consists of displays of high- 
style kitchens in the show rooms of the gas and 
electric utilities, in home shows and in model 
homes. Word of mouth takes it from there, with 
a small assist from direct mail on occasion. 

Droege is not bashful at all when it comes 
to putting in displays. In this year’s Parade of 
Homes in Milwaukee, he has not just one or 
two, but several kitchens. And he puts kitchens 
into branch utility offices as well as the main 
office. And of course, both his stores (there is a 
Racine branch) are loaded with displays. 

Each of the two stores rates a $9,000 display 
investment, and about $10,000 worth of kitchens 
are constantly kept up outside the stores. “The 
nice thing about this system,” grins Droege, “‘is 
that we get most of our money back.” Displays 
are sold easily on an impulse basis when the 
time comes to move them. 


e A key factor in the Kitchen Mart’s success 
with model home displays is the builder. In the 
first place, Droege doesn’t run his own crew, 
so he’s not a competitor that way. In the second 
place, the Kitchen Mart takes pains to get 
builder salesmen on the kitchen side, and fur- 
nishes them with plenty of ammunition. This 
has, over the years, reinforced the idea that 
“the kitchen sells the home.” From there, Droege 
has only to expand the idea to “Droege’s kit- 
chens sell homes best.” 


e@ It is important, says Droege, to go all the way 
if you pick the display method to sell kitchens. 
For example, in one utility showroom, a Coppes 
Nappanee display works the Early American 
theme hard. Besides cherry-maple cabinets and 
antique copper trim, the display goes all out 
with decorative touches, accessories, conven- 
iences. The big feature is a revolving island 
unit with a four-burner gas counter unit in it. 

Kitchens in the stores are curtained, all ap- 
pliances are shown in place, built-in counters 
have stools to go with them, special lighting 
fixtures are shown in place, different for each 
display, and there are plants in the planters. 

Specializing in designer-type kitchens is made 
a lot easier for the Wisconsin Kitchen Mart by 
their high-style displays. “You don’t have to 
be elaborate to achieve stylish effects,” says 
Droege, “if you can just take care of all the 
little things—the ornamentation, the color 
touches, the minor accessories—and can come 
up with something special in craftsmanship— 
like our revolving island unit—every once in 
a while.” 

Droege speaks from some nine years of suc- 
cessful kitchen experience. The Milwaukee store 
opened in 1951, specializing in steel cabinets, 
and in locally built wood cabinets. In 1955, the 
shift was made to wood cabinets. 
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If you’re a man who takes pride in his work, you’re a man = 
who reads his businesspaper carefully. Cover to cover. Advertising 
as well as editorial pages. Why? Because -- as a man who gets a 
kick out of doing a great job — you know there’s no better place 

to get so many good, practical ideas you can put to work with extra 
profit to yourself, and your firm, than in... your businesspaper. 


PHOTO ON LOCATION BY EHRENBERG 


Where there’s business action, there’s a 
businesspaper ... where there’s (kind of) business, there’s 
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One of a series of advertisements prepared by the ASSOCIATED BUSINESS PUBLICATIONS 
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For 1960...Supremacy 
in Every Appliance! 








MARK OF QUALITY THROUGHOUT THE WORLD 
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Model 16RF65—14.67 cu. ft. gr. cap. Nearly 10% increased nearly 10%, floor space unchanged! 
increased capacity, in the same floor space. Sepa- Feature-packed refrigerator up top for maximum 
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] Admiral Upright Freezer Admiral Chest Type Freezer 
wi Model 19VF80—18.75 cu. ft. gr. cap. Provides ———— Model 24HF80—23.1 cu. ft. New, largest ca- 
almost 2 cu. ft. more capacity in the same floor | pacity per sq. ft. of floor space on the market. 
space; freezes 634 Ibs. of food. Glide-out storage | — Freezes 809 lbs. of food. Three removable 
rhs, basket; “Pantry Door" with adjustable removable £ baskets; adjustable partition; separate quick- 





shelves; 2 package dispenser racks freezing compartment. Counter height. 
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Admiral 30” Electric Range 


Model 3RG8—Giant Picture Window" oven, the 
world's largest! Automatic roast meat thermom- 
eter. Flex-O-Heat precision controlled surface 
units. Automatic Temperature Control. Remov- 
able oven decor. 





Admiral ‘‘Ruler’' Air Conditioners 


Model 440AC7—World's most powerful air conditioner for 
its size. Less than 12” deep, 13%” high. Fits flush to wall 
inside and outside. Up front easy-set controls; full 360 
air-flow louvre. Flex-O-Mount kit for fast, simple, do-it- 
yourself installation. 


They re All New for ’60 


... More Beauty 
More Features...More Profit! 























Admiral 40” Range 


Model 4RG8—2 ovens; non-fogging giant 
“Picture Window,” full height auxiliary oven. 
Meat thermometer. Fiex-O-Heat surface units. 
Removable oven doors. Built-in griddle; Auto- 
matic Temperature Control surface unit. 


Admiral ‘‘Coronet'’ Air Conditioners 


Model 550AC23—Almost 10,000 BTU's of cooling in the 
most compact cabinet. High power “squirrel cage" fan; 
automatic thermostat control. Evaporates up to 7 gals. of 
moisture a day! Full 360° air-flow louvre. Slide-out chassis; 
quickly, easily installed. 


History begins all over in 1960...with Admiral Dual- 
‘Temps, refrigerators, freezers, ranges and air conditioners 
...the quality appliances that have been making history 
for years. New sales-volume...surpassing the highest 
marks you ever have known. New profits...far ahead of 
any you ever banked before. A new and better day indeed 
for all who answer promptly when such a top-quality 
opportunity beckons. Shown here are just a few of the 
new Admiral appliances designed for leadership in 1960. 
Call your Admiral distributor...right now! 


MARK OF QUALITY qe, THROUGHOUT THE WORLD 


ADMIRAL 


Admirals Sold in 106 countries...Mfd. in U.S.A., Argentina, Australia, Brazil, Canada, Chile, Italy, Mexico, Philippines, Spain, Uruguay. Admiral Corp., Chicago 47, W., and Port Credit, Canada. 
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When H. E. Peters of Kingsport, Tenn., sought a 
low-saturation, high-margin product on which 
to concentrate his fall-winter sales effort 
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He Found the Answer 
In Combinations 6: miscom 


Peters uncrated his first washer- 
dryer in October of 1957. Fourteen 
months later, he’d sold 188 units 
for a dollar volume, less trade al- 
lowances, of about $75,000. 

But more to the point, he’d found 
a perfect product to carry the win- 
ter sales ball, along with television, 
in the particular method of opera- 
tion he has developed at his three- 
man, $155,000, Pete’s TV & Ap- 
pliances, Kingsport, Tenn. 

Instead of struggling to be all 
things to all people, in the face of 
definite limitations of space and 
staff, Peters has become a seasonal 
specialist. 

His M.O.: To determine the one 
or two products best suited to each 
selling season, load the floor with 
them as that season approaches, 
and sell the devil out of them until 
the next season rolls around. 

The combination—a bright new 
item, rich in cold-weather appeal, 
bristling with sales handles, low in 
saturation and long in margin— 
dropped into this pattern as if made 
for it. 

Today, little Pete’s TV & Ap- 
pliances is its Whirlpool distribu- 
tor’s key combination account. 
Here’s how Peters did it. 


Getting In: A Market Test and a 
Big Kickoff 

In October of ’57, combinations 
were as new to Peters as they were 
to his customers. He couldn’t af- 
ford to plunge .. . instead, he stuck 
a tentative toe into the market in 
the form of his own consumer test. 

He bought six washer-dryers, 
sold hard and got them out within 
two weeks. Then he settled back to 
watch them for customer-satisfac- 
tion and service incidence. 

For four months, Peters kept tabs 
on the machines. He visited each 
owner once a month, sandwiched 
several phone calls to each between 
visits, picking up performance data 
as he went. 

By the time his test period ended, 
he knew he had something big 
an exciting new laundry product 
about which users become down- 
right enthusiastic; an item poten- 
tially high in radiation value, low 
in service incidence and all but 
unlimited in its appeal to women’s 
desire for more leisure time. 

His next step was to learn the 
machine from the floor up, from the 
inside out. For, he reasoned, no one 
is going to take a $540 item away 
from a dealer, regardless of its de- 
sirability. 

Now it was time for the kickoff. 
Peters bought a car of combinations. 
He worked up a full-page ad, lim- 
ited to washer-dryers, and pitched 
from a “test area” approach. 

Kingsport, the ad said in effect, 


q Thirty-six combinations, back to 
back, form an impressive double row 
down the center of Peters’ narrow 
store in this typical mid-November 
picture. 


had been picked as one of the first 
sections of the country in which 
Whirlpcol combinations were to be 
marketed, and Pete’s TV & Ap- 
pliances had been selected as the 
region’s first combination dealer 
through which the manufacturer’s 
15-day home trial offer was to be 
made. 

He put 17 combinations on his 
floor, and staged the town’s first 
washer-dryer event, with refresh- 
ments and giveaways. People came, 
saw and bought. 

As machines were sold, Peters 
printed the names and addresses of 
buyers on display pieces in grease 
pencil. Fence-riders read the names, 
said, with sudden confidence, “Why 
I know that family,” and then 
bought themselves. Deliveries were 
made from the warehouse, not the 
floor. 

And Peters found himself in the 
combination business. His next 
problem was to develop an effective 
sales formula to keep him there. 


Staying In: A 60-Minute Pitch and 
Hard Sell in Home Trial 

Peters has put together a solid 
one-hour washer-dryer sales talk, 
broken roughly into two phases. 

He seats the prospect comfortably 
before the machine, with a Coke or 
coffee (the dealer goes about this 
with a deliberation carefully calcu- 
lated to keep the lady there for at 
least the first 30 minutes, which he 
has found to be the critical period. 
“If I can hold her for the first half,” 





Peters’ 60-minute pitch is really a 
“tour” of Whirlpool’s top-end com- 


he says, “she’ll stay for the rest.”) 

The scene thus set, Peters gives a 
complete talk on features and op- 
eration, overlooking nothing. Con- 
versationally, yet in detail, he cov- 
ers the machine’s water loading and 
pre-heating, its filtering system, its 
automatic bleach dispenser, capaci- 
ty, water temperature, rinse cycle, 
range of drying times and tempera- 
tures, even its insulation. 

He kicks off the second phase of 
his story by probing to discover 
what his prospect is thinking. Most 
are still on the fence at this point, 
so the dealer moves to his plumbed- 
in machine for a live demo, in the 
course of which he hits again the 
high spots of his feature-perform- 
ance talk. 

Peters’ monumental pitch con- 
cludes with a shot for home trial, 
which seldom misses. 

But he sends no combinations out 
on trial without a signed bill of sale, 
containing a no-obligation-if-not- 
satisfied qualification, and clearly 
stating the negotiated price. His 
purpose here is two-fold. 

First, the bill of sale ties the 
prospect-customer to Peters for two 
weeks. Second, the written state- 
ment of agreed price is an effective 
form of chiseler insurance: It pre- 
vents the buyer from trying for a 
price-cut as the end of the trial 
period nears on the theory the deal- 
er will take a bit less to keep the 
piece in the home and avoid the 
trouble of picking it up. 

The 15-day trial period is no time 


bination, covers everything from nuts 
and bolts to consumer benefits. Pitch 


of relaxation for Peters: It’s then 
that he sells the hardest. He knows 
his ability as a salesman is as much 
on trial as is the machine. 

This is the time when he works 
to create customer satisfaction—not 
only to make the sale stick, but to 
stimulate favorable radiation and 
pick up referrals. Peters does it by 
thoroughly training his users. Dur- 
ing the trial, he makes an average 
of two instructional call-backs per 
combination, plus several phone 
calls—making certain the  user’s 
getting all her machine can deliver. 


Hew well does he handle this key 
part of selling? 

In ’58: just two take-backs, both 
covered by the distributor’s pickup 
allowance. 

Peters negotiates his combination 
sales, working always from the 
$539.95 list of Whirlpool’s top mod- 
el (he has yet to sell a leader). He 
buys in quantity for some $200 bet- 
ter than that, allows around $100 
for trades with little resale value. 
To get a good automatic, though, 
he’ll knock off up to $150, then re- 
sell it for the same amount, or 
close to it... and come out fine on 
the sum of the two sales. 

With the arrival of spring, Peters 
shifts his sales emphasis to freezers; 
with hot weather, to refrigerators. 

But when the leaves begin to 
fall, back he’ll come to combina- 
tions .. . for it’s there he’s found 
what he considers the ideal winter 
staple for the seasonal specialist. 


ae, 
age? 
uM 


is aimed at getting the machine out 
on home trial: Then selling begins. 
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LECTRIC FIRST... 
3LEACHING SYSTEM! 


General Electric’s 1960 
Filter-Flo° washer with fully 
automatic bleach dispenser 





The only washer that solves all 
bleaching problems automatically 


Safely stores a month's supply. Three full quarts 
of liquid bleach can be stored in the dispenser— 





about a month’s supply. Infrequent bleach han- 
dling reduces spilling and splattering accidents. 


Measures, dilutes, adds bleach automatically, A 
press of the finger-tip lever measures the bleach 
needed. The bleach is then diluted and, after a 
scientifically timed delay, added to the wash water 
when it will be most effective. 


Ends risk of clothes damage from undiluted bleach. 
General Electric’s Bleach Dispenser automatically 
gives safe bleaching because only properly meas- 





ured and diluted bleach is added to the water. 


80% of American women use bleach—and find 
it a real problem. That’s why we developed the 
new General Electric Washer with the Automatic 
Bleach Dispenser. Woman are cheering it. Buying 
it. Finding that it solves all bleaching problems— 
automatically. 


Plenty of other important features: The -time- 
proven Filter-Flo Washing System cleans and re- 
cleans the wash water to give a cleaner wash. The 
non-clogging, moving filter catches the lint—and 
keeps it off the clothes. Five automatic cycles pro- 
vide just-right wash and rinse speeds and water 
temperatures for any washable fabric. 


Get behind it— we're behind you with the works. 
Excitement galore: spreads in LIFE, Saturday Eve- 
ning Post. Page in LIFE, the Post, Better Homes & 
Gardens, Reader’s Digest. Television commercials 
that sell hard. 


The success story's already begun. Because auto- 
matic bleaching gives salesmen plenty to talk about, 
plenty to demonstrate, plenty to sell—this washer 
is really moving. Give this 1960 General Electric 
Washer the push it deserves . . . it will give you the 
most profitable year in your history. 








Progress /s Our Most Important Product 
GENERAL @@ ELECTRIC 
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By helping his customers sell this merchandise . . 


Pushing the other guy’s merchan- 
dise pays off for Bill Moore. His 
daily “Trade Time” broadcast has 
built a steady group of customers 
out of farm listeners around 
Franklin, Tennessee. The 15-minute 
program—listing who’s buying or 
selling what around the county 
is a habit with most of the farm 
folk. And so is dropping by the 
store—whether it’s to turn in items 
for the program, check the day’s 
script for addresses and phone 
numbers or look over Moore’s new 
and used merchandise. 


The program started up over two 
years ago. Moore figured nearly all 
farm people have something they’d 
like to sell. Maybe it’s a gasoline 
engine, a couple of cows, a plow or 
a used electric range. And he re- 
alized there are always other 
farmers in the area looking for 
these items. So, he started his pro- 
gram as a way to get the buyers 
and sellers together. 

The idea caught hold almost im- 
mediately. And the program has 
grown to include more than just 
buy-and-sell items. Each day’s 
script lists such things as lost and 
found items, apartment or house 
rentals and announcements of PTA 
and church meetings. 

Items come into the store by 
different routes. Many program 
users drop into the store and write 
their offerings out on a slip of 
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into his Franklin. Tenn., store where his 


SWAP SHOP PAYS OFF 


paper. Others phone in. Others 
meet Moore on the street and give 
him their items there. (The service 
is only for individuals, though; not 
business concerns.) 


Before broadcast time, Mrs. Gladys 
Adair, Standard’s bookkeeper, types 
up all the items in script form. 
(Usually, Standard carries each 
one three or four days—or until 
they get notice to cancel it.) 

At 1:15, when the signal comes 
through to the store, Bill Moore 
picks up the phone receiver and 
reads the script. He usually has 
enough items to use up 10 minutes of 
his radio time. The other five min- 
utes go to his own merchandise. 


After the program, the script goes 
up on the store’s front door en- 
trance. Many people who don’t get 
to hear the broadcast drop by to 
check the items. Others come by to 
get addresses or phone numbers 
they missed over the air. 

Moore finds his program has 
these advantages: 
e It builds solid good will. 
e It brings him a number 
time customers. 
e It draws people in to buy the 
very items they’re advertising for. 
Arnold Moore, Bill’s brother and 
eo-worker, explains: “Why just re- 
cently, a lady came in and told us 
to see if we could locate a used 
stroller through the program. I told 


of first- 


her we had the very thing she 
wanted right here in the store. We 
frequently have the other used 
items for which our customers ask 
us to broadcast, though we don’t 
pressure them to buy ours if they 
feel they can make a better trade 
through the program. We are de- 





ING WEEK 


dealer Bill Moore pulls appliance prospects 


lighted to help them find what they 
want anywhere they can get it, for 
this builds us an appreciative pa- 
tronage.” 

e It helps Standard build a pros- 
pect list for its own electrical goods. 
Moore simply notes who’s getting 
rid of used appliances. 





The Standard Farm Store in 
the small town of Franklin, 
Tenn., draws customers from 
all over the county with its 
“Trade Time” radio program. 


Moore posts the script at his 
front entrance after each 
broadcast. That way, people 
who may have missed all or 
a part of the program can 
drop by the store and copy the 
information they want. 
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BW NORGE® The Easiest Sale on the Retail Floor 
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Iwo bell ringers in a row! 
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and 


“NOVEMBER | 


BIGGEST 
MONTH IN 
NORGE HISTORY 


Norge tops its own all-time record—positive proof of Norge’s continuing sales power. The Man with the Derby 
can tell you why. Norge has the hot models...the right prices...the unprecedented merchandising program. 
No wonder so many dealers are switching to Norge! 


| NORGE SALES CORP., subsidiary of Borg-Warner Corporation, Merchandise Mart Plaza, Chicago 54, Illinois. In Canada, Moffats, Ltd., Weston, Ontario. Export Sales, Borg-Warner International, Chicago 3, illinois. 
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AMANA 1960 Freezer-Refrigerator Line 


Two 


Amana “Free-O-Frost” refrig- 
erator-freezers FOF 105 and FOF 
125 completely eliminate frost 
and the need for defrosting in 
compact “square” streamlined 
cabinets. 
combining contact freezing with 
total protection against frost 
these units freeze food up to 2% 
times faster than other methods. 


Fast-action freezing is achieved by 


use of freezing coils attached di- 
rectly to prime freezing shelves; 
both refrigerator and freezer 
sections are kept entirely with- 
out frost by use of a “Frost 
Magnet” which operates on prin- 
ciple that moisture is attracted 
to cold; magnet is coldest point 
in unit and with aid of gentle 
circulation of air, all moisture 
collects on it, preventing it from 
settling any place else to. form 
into frost. The feature is also 
available in the new full freezer 
model FS 16 


FOF 105 has 14.8-cu.-ft. capacity and 


stores 168 lbs. in freezer; FOF 
125 has 16.4-cu.-ft. capacity with 
168-lb. freezer storage; “Stor- 
Mor” freezer door has adjustable 
dispensers; carefully controlled 
temperatures in separate cheese 
and butter compartments. Bonus 
storage space is also offered in 
recessed compartments of refrig- 
erator section. “Starlite” yellow 
interiors in all Amana’s freezers 
and _ refrigerator-freezer 
nations. 


combi- 


FPR 95, 


combination for space-re- 
stricted small homes has 13.9-cu.- 
ft. capacity with a freezer that 
holds 182 lbs. 


FPR 98, 17-cu.-ft. combination has a 


freezer section that holds 290 
lbs.; FPR 105 has 15.2-cu.-ft. ca- 
pacity, and a freezer that holds 
182 lbs.; FPR 125 has 16.8-cu.-ft. 
storage and a freezer that holds 
182 lbs. 


Extra freezing coils attached to the 


prime freezing shelves give the 
Amana-Matic freezing in _ all 
combination models; both freezer 
and refrigerator units are in reg- 
ular 32-in. wide cabinet with 
fully protecting insulation. 


Other features include crispers, meat 


keepers, egg trays, ice-cube trays 
with ejectors, and ice-cube keep- 
ers. Amana Refrigeration, Inc., 
Amana, Iowa. 





AMANA FS 16 FREEZER 
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AMANA 1960 Air Conditioners: Automatic Mounting 





AMANA COMPACT SERIES 


Automatic mounting that can be put 
in place with household tools, 
making installation practically 
“do-it-yourself,” plus the use of 
zinc-coated, rust-free, steel are 
features of Amana 1960 air con- 
ditioning line. 

Automatic mount installation requires 
only a knife and a screwdriver; 
can be sealed tightly into window 
with a gasket sealing and is com- 
pletely weather-proof; unit is 
framed in mounting by plastic 
filler boards colored light tan; 
mounting permits easy removal 
and reinstallation of units for 
cleaning, repair. Unit can simply 
be slid in or out and mounting 
can also be removed for winter 
storage. 

Three Amana room air conditioner 
lines are the Year ’Round, the 
Compact series and the Air Com- 
mand. Both Year ’Round and Air 
Command lines have increased 
cooling capacity without increas- 
ing size of cabinet. Increases are 
from 10,300 Btus to 12,200 Btus 
in 1-hp model; from 13,500 Btus 
to 14,600 Btus in 1%-hp models 
and from 16,000 to 18,000 Btus 
in 2-hp unit. Year "Round models 





AMANA AIR COMMAND SERIES 


also have boosted heating per- 
formance. 


Amana’s heat pump which converts 


air conditioner to a heating unit 
by reversing the cooling cycle 
is incorporated in models of both 
Compact and Year ’Round line. 


Styling changes give all models a 


modern, streamlined appearance; 
Compact 1-hp unit measures 13% 
in. high, 25 in. wide, 16%4 in. deep, 
and has a high capacity blower 
for volume air over evaporator 
and high cooling efficiency. Com- 
pact 1%- and 2-hp are 15 in. 
high, 25 in. wide, 20 in. deep. 


Silent-Aire turbine for quiet opera- 


Air 


tion inside and outside windows; 
reusable filter can be removed, 
washed and replaced. 

Command line ranges from 1- to 
1%- to 2-hp size; Year ’Round 
featuring maximum cooling and 
heat pump for frosty. days comes 
in l-, 1%- and 2-hp size; heat 
pump with built-in supplemen- 
tary heating uses an automatic 
defrost cycle that flushes frost 
while inside blower is turned off; 
automatically resumes heating 
after defrosting. Amana Refrig- 
eration, Inc., Amana, Iowa. 





WESTINGHOUSE 1960 Fans; Also Evaporative Cooler 


AFMI17PC, 17-in. standard Mobilaire 





WESTINGHOUSE 20-IN 


FAN AFE20PB 


The 1960 Westinghouse fan line in- 
cludes 8 models plus 3 new port- 
able evaporative coolers; featured 
are Mobilaire roll-about AFM17- 
PC and top 20-in. window model 
AVE20PB. 

Top model, AFE20PB, is 20-in. port- 
able window fan with sash carry- 
ing handle that serves as mount- 
ing bracket for locking the fan 
into window sash; automatic 
thermostat; electrically reversi- 
ble with choice of 6 speeds; dif- 
fuser grille; circulates 4,000 cfm; 
exhausts 2,200 cfm. 

SR-1A 20-in. portable window fan 
has permanently attached, ad- 
justable panel to fit windows 
from 26 to 41 in. wide; electri- 
cally reversible; 3 speeds, each 
direction. 

M-1A Mobilaire, 17-in. deluxe, can be 
wheeled anywhere; air-injector 
rings give more capacity by guid- 
ing side air into fan at an angle; 
adjusts from 36 to 58 in. high. 


has air-injector rings; can be 


rotated 360 degs. 


The line also includes 3 oscillating 


No. 


No. 


No. 


fans for home, office or factory 
use: 

16SD4 has 3 speeds and a 16%- 
in. blade that delivers 2100 cfm 
air. 

12LA5, a 12-in. 2-speed fan de- 
livers 900 cfm. air. 

10LA4, a 10-in. single-speed fan 
delivers 600 cfm. air. 


Portable evaporative cooler line de- 


signed for step-up selling in- 
cludes ACX22PB Supreme Pow- 
eraire with 3-speed pushbutton 
control; automatic thermostat; 
non-corrosive water tray with 
rear water drain; water shut-off 
valve converts cooler from cool 
to vent at flip of switch; swing- 
down back permits easy filter 
changing; delivers 2200 fpm; 
cabinet is 23x15x15 in. 


ACX20PC has water shut-off valve; 


high velocity air grille; side 
mounted water level indicator; 
rear drain; anti-clog, odorless 


filter pads; delivers 2000 fpm; 
cabinet size is 17x15x15 in. 


ACX19PD, Bantam, has closed pres- 


Prices, 





sure water distributor system; 
water level indicator; hand grips 
for portability and corrosion re- 
sistant pan; delivers 1900 fpm; 
cabinet is 16x14x12 in. 

AFE20PB, $59.95; SR-1A, 
$49.95; SP-1, $49.95; M-1A, $59.- 
95; AFMI17PC, $49.95; 16SD4, 
$54.95; 12LA5, $29.95; 10LA4, 
$22.95; evaporative coolers: ACX- 
22PB, $69.95; ACX20PC, $54.95; 
ACX19PD, $39.95. Westinghouse 
Electric Corp., Mansfield, Ohio. 
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THEY 


still haven't 
caught up with 


PHILCO 


Fi IST dryer 


that lets you 
dial the dryness 
automatically! 














Criss-cross tumbling makes Philco 20 minutes 
faster than any other popular-priced dryer... 
Ordinary dryers tumble clothes straight up and down. 
Garments ball up, tangle ... dry siédwily and un- 
évenly. Philco's patented drum design gives criss- 
cross tumbling — from front to back, back to front. 

Result: Philco dries faster, has greater capacity 
than other dryers. Even handies more clothes than 
a 40-ft. clothesline! Only a Philco does the same big 





load as its matching washer, in the same fast time. criss-cross * 


ORDINARY 
TUMBLING 


(J 


TUMBLING 














As Ae ut in the 1960 
PHILCO-BENDIX “AUTOMAGIC” DRYER automatically delivers clothes 
damp dry...fold dry...any degree of dryness your cuscomer wants! 


You say you want an exclusive dryer 
sales story for 1960? Picture yourself 
delivering this one! 


you: Yes, ma’am, this new Philco “Auto- 
magic” lets you choose the exact degree of 
dryness you want—automatically. Just set 
the “Moisture Measure” and walk away. 
Then, when clothes are just the way you 
want ’em, the dryer shuts itself off. 
customer: If I want my clothes ready to 
iron... 7? 

you: Set the “Moisture Measure” for as 


damp as you like. No need to let clothes 
get bone-dry, then resprinkle. No need 


for you to stand around touching and test- 
ing them. 

CUSTOMER: For wash ’n’ wear... ? 

vou: Just dial-the-dryness as you like it. 
Ready to wear, or a bit damp for shaping 
on stretchers, etc. Only Philco has it—plus 
these other features. Automatic de-wrin- 
kling, new criss-cross tumbling that dries 
an average washday load in 25 minutes. 
CUSTOMER: My, that sounds good! 

You: Now let me tell you about our easy 
terms... 

Need we say more? Call your Philco 
distributor today! 


PHILCo 
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TIME TO BOOST SALES 


WITH 
COLOR BACKGUARDS 
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NEW! BACKGUARDS 
NOW! IN G&G COLORS 
Exclusive with Erete*zpsde. Centennial Styleline Ranges 


You'll hit a new high in sales with Enterprise Centennial 
Styleline Ranges . . . because colorful backguards boost 
business! Every housewife wants the range with the back- 
guard that matches her kitchen and electric appliances! 
They sell! 

Interchangeable backguards come in 6 Decorama colors 
and white for every 36” Enterprise Styleline Range and 
every 30” Enterprise Styleline Range. 


@ Only $1.00 more for Enterprise Ranges with color backguards. 
® Great, sure-to-sell feature that'll pull in profits for you. 























Coral Pink Midnite Black ne oe 
Canary Yellow Chinese Red 
Turquoise Green Cocoa Brown ORDER NOW! 


PHILLIPS & BUTTORFF CORPORATION 


NASHVILLE, TENNESSEE 100 ENTERPRISE-ING YEARS 
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ADMIRAL "RULER" SERIES 


| 





| ADMIRAL 1960 Air Conditioners: Slim, Easily Installed 


The 1960 Admiral 11-model room air 
conditioner line in 4 _ series, 
ranging from 1 to 2 hp, includes 
the slim, compact Ruler series, 
less than 12 in. deep and 13-5/16 
in. high, which can be installed 
and operating in less than 1 
minute. No tools needed; the 
Ruler units have permanent 
molding across top and bottom 
and an attached accordion-type 
Flex-O-Mount enables unit to be 
placed in windows up to 35 in. 
wide. 

All models have permanent aluminum 

mesh filters; a thermostat and 

new 360-deg. adjustable air-flow 
| louvers. 

| Ruler series and larger Coronet 

series can be installed through 

wall by using a metal sleeve; 

} Ruler models available in 12 

amps, 230 volts; Imperial models 

with 2-speed fans and 6 different 





weather settings; Coronet, more 
powerful series, rated at 9500 
Btus, operates on 230 volts only; 
removes 2.3 pts. moisture per 
hour. One model has reverse- 
cycle heat pump for heating 
room on chilly days. 


Sceptor series with 1 and 1% hp 


compressors; rated at 10,800 and 
13,000 Btus; can cool 2 rooms; 
features include four 360-deg. 
air-flow louvers to pinpoint the 
cooling air exactly where it is 
desired. 


Regency series has 2 hp compres- 


sors with from 15,500 to 16,000 
Btus, capable of cooling small 
ranch house. One model operates 
on 208 or 230 volts and features 
a 3-speed fan. Cabinets have 
acoustical insulation with special 
sound-cushioned compressor and 
motor mountings. Admiral Corp., 
3800 W. Cortland St., Chicago 47. 








It has what you want! 
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Fastest drying known! 27 minutes or less! 


This super-speed RCA WHIRLPOOL gas dryer gives the all automatically! Eight automatic cycles assure 
fastest drying action known... drying a full 20-lb. load better, safer drying for any fabric from daintiest 
in less than 27 minutes, and like other RCA WHIRLPOOL sheers to huskiest dungarees including wrinkle-free 
dryers it’s self-setting! At the turn of a dial, it sets the drying of wash ’n wears. Have the sales advantage 
correct temperature, drying and cooling-fluffing time of super-speed gas drying plus the faster-than-normal 
... then shuts itself off-when clothes are “dry enough”’, drying found in all RCA WHIRLPOOL dryers. 


Call your RCA WHIRLPOOL distributor 


ea) Whirlpool prvers 


RCA WHIRLPOOL .. . America’s first family of home appliances ... products of WHIRLPOOL CORPORATION St. Joseph, Michigan 


- \ at — 
Automatic Washers & Dryers @ Washer-Dryer Combination @ Refrigerators @ Freezers @ Ranges @ Kitchen Cabinets, Built-ins & Sinks @ Dishwashers & Disposers @ Room Air Conditioners @ Vacuum Cleaners 


Join up!...it’s easier to sell RCA WHIRLPOOL than sell against it! 


Use of trodemorts fg) ond RCA outhorized by trodemork owner Radio Corporation of Amerce 
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CONRAD 


HILTON 





DONT MISS the complete new 
BLACKSTONE LAUNDRY LINE 
from budget wringer through 
deluxe automatic washers, 
gas and electric dryers. 


SUITE 2200-CONRAD HILTON 





No frost or defrosting, a new air 
purifying system, a quick chilling 
jet-cold-shelf, new constant-cold 
reserve, automatic Ice-Magic 
cube maker and a “million mag- 
net” door are the highlights of 
RCA Whirlpool’s 1960 refriger- 
ator and freezer line. 

No frost, in 3 of the 11 refrigerator 
models: frost-collecting coils now 
placed outside food storage 
area; air purification is accom- 
plished by using activated carbon 
filter in GM-15BCM and GM- 
13BCM—to absorb odors. 

Jet-cold-shelf featured in above units, 
and in models GS-14T, GS-14- 
TCM and GI-13B chills fruits, 
puddings and desserts placed on 
it up to 3 times faster than ordi- 
nary refrigerator shelves. Hol- 
low in center, the jet-cold-shelf 
also channels cold air from the 
air purifying filter” to door 
shelves, providing quick chilling 
of milk, beverages, eggs, butter. 

Constant cold reserve in models GI- 
13B, BM-13BCM and GM-15- 
BCM ‘circulates super cold air 
into food compartment as need- 
ed without time lag. Refriger- 
ator and freezer compartments 
of above 3 models have inde- 
pendent temperature control sys- 
tems; separate easy-to-set dials 
permit regulating temperature of 
each compartment separately. 

Ice-Magic cube maker automatically 
replaces every ice cube used, 
keeps about 5 trays full. 

“Zero-degree” freezer sections have 
no-frost, automatic ice maker, 
independent temperature’ con- 
trol, interior lights, slide-out 
freezer basket, trivet and shelf. 

Square styling for built-in look, no- 


ELECTRICAL MERCHANDISING WEEK 
RCA WHIRLPOOL 1960 Refrigerators and Freezers 





WHIRLPOOL COMBINATION GM-I5BCM 


coil -flush-to-back and _= sides; 
comes in white, pink or yellow 
with chrome trim and easy-to- 
grip 3-way tripod handle. 

The 5-model upright freezer line 
ranges from GC-11V, 10.6-cu.-ft. 
model with 368 lbs. food storage, 
to a 21.1-cu.-ft. model, GS-21V 
with 738 lbs. Popular GI-19V 
has 18.9 cu. ft., 661-lbs. capacity. 

Features include outside coils for no- 
frost, “million magnet” door, 
deep door shelves, 3 glide-out 
shelves, frozen food package 
dispenser, can dispenser, exte- 
rior signal light, flush hinges. 

Chest models, (5), range from 21.1 
cu. ft. to 15 cu. ft., with roll’n 
store baskets, 7 prime freezing 
surfaces, exterior signal lights; 
fast-freeze fan optional on GS- 
21H and GS-17H. Whirlpool 
Corp., St. Joseph, Mich. 





RCA WHIRLPOOL 1960 Laundry Line: 
6 Washers, 4 Dryers 








« 
IMPERIAL MARK XIi GA-9!| WASHER 


Top of line Imperial Mark XII wash- 
er, GA-91, features a delayed 
action dual dispenser that auto- 
matically inserts bleach at prop- 
er time by way of a circulatory 
system which blends additive 
with water before coming in con- 
tact with clothes. Fabric condi- 
tioner is later injected during 
final rinse cycle. 


A Magic Mix dispenser filter fea- 
tured in all six 1960 washers is 
built into rim. It adds detergent 
at outset of wash cycle and as 
water is recirculated through the 
system, lint and other foreign 
matter is removed by hundreds 
of nylon “fingers” in base of 
filter. 

Illuminated pushbutton control panel 
in aluminum and charcoal with 
aqua end gold trim features an 
additional cycle in 1960 line. This 
llth cycle is a pre-wash cycle 
which provides a quick soak or 
pre-rinse for heavily soiled 
clothes. 


With other 10 self-setting, pushbut- 
ton cycles the washer automat- 
ically selects proper washing time 
and speed, correct wash and 
rinse temperatures, spin speed 
and time for any fabric, then 
shuts off automatically at com- 
pletion of cycle. 

Other features retained in 1960 line 
include free-flow draining which 
drains water away from (not 
through) clothes via 1199 open- 
ings in tub (all models) and an 
optional built-in automatic suds- 
mixer. 

Porcelain-enamel-finish cabinet top, 
multiple wash and rinse temper- 
atures, infinite water level se- 
lector and 1-piece tub construc- 
tion in all-white  porcelain- 
enamel finish are other RCA 
Whirlpool laundry equipment 
features. 

Four self-setting matching dryers in 
gas or electric offer a_ specific 
drying cycle for every fabric 
from denims to sheers and wash 
*n wears; a press of a button 
selects correct heat and proper 
drying time for every fabric, 
then shuts off when dried. 
Tempered heat provides scien- 
tific air flow pattern. 

Top of line Imperial Mark XII dryer 
has matching pushbutton con- 
trols and an air fluffing setting. 
Available in choice of decorator 
colors, the new dryer line has 
built-in lint screen located on top 
of cabinet; dries up to 20 lbs. 
damp clothes. Whirlpool Corp., 
St. Joseph, Mich. 
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DO 
No bigger than a portable radio, this 
air purifier electronically filters 
out cooking odors and smoke 
with permanent, spun-nylon fil- 
ter and dual ozone bulbs. 
Also filters pollen, smoke, dust, dirt 
for allergy sufferers. Germicidal, 
ultra-violet rays kill germs and 
bacteria; provides continuous 
stream of pure fresh air; 2-tone 
case; plugs into convenient out- 
let. Dormeyer Corp., 700 N. 
Kingsbury, Chicago. 




















COIN-OPERATED IRONRITE NO. 202 


Ironrite lroner 


No. 202, coin-operated Ironrite ironer 
is simple, easy to operate; provi- 
sion for bolting ironer and chair 
to floor; takes up 12 sq. ft. floor 
space; operates almost same as 
household models. Ironrite Inc., 
332 Cass Ave. Mt. Clemens, Mich. 


~~ 





“ 


New Stock Line Catalog of Belden Cords and Cord Sets 


TAPPAN Adds to 
n Fabulous “400” Line 





* New 8-page catalog illustrates and describes the one wire source for everything electrical and electronic 
7 ee eee oa rte its = stock line of UL approved Belden Cords and Cord 

: ulous electric range : » : 

39 ne inte 0: fini et saniele Sets for everything electrical. Provides complete 

k cluding the latest space-saving data on Heater Appliance Cords, Extension Cords, 

t- “Debutante” line complete with Range and Dryer Cords, Power Supply Cords, 

1 rs ra — pom: - the ian and Vacuum Cleaner Cords. Includes lengths, 

ad we alan aaa ih ce colors, and service ratings. Send for your copy of 

. Debutante 430, shown, installs on wall Catalog C59, today! magnet wire « lead wire * power supply cords « -cord 
or on matching base cabinet with sets ¢ portable cordage « electronic wire « automotive 

. lazy-susan mentee area; features BELDEN MANUFACTURING COMPANY replacement wire and cable « aircraft wire © electrical 

Hi include solid oven door, auto- P. O. Box 5070-A, Department 20 household replacement cords 

“6 matic clock, cook chart, all-por- Chicago 80, Illinois ‘ 

D0 celain oven interior, removable 

id oven seals, chrome broiler insert, 

X. hide-away cooking top, hinge- 

17 type top units with 7 heats, re- 

es movable spill over bowls, 2 con- 

al. venience outlets (1 automatical- 

50 ly timed); fits 30 in. of kitchen 

i space. Base cabinet with stain- 

less Lusterloy front is also avail- 

a able. The Tappan Co., Mansfield, 


Ohio. 
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“MADE BY ENGINEERS FOR ENGINEERS” 





ERATE e 


WIRES + CABLES 
CORD SETS 


Te TF 























Support your local 
ADEQUATE 
WIRING BUREAU 


Program ... 


gf selective all-around line of Blue Chip 
wire products, Expertly engineered and manufactured. 
| Presented in modern put-ups. Backed by a national repu- 
tation for Quality . . . and swiftly available from a ware- 


house close to YOU. 


Any distributor or wholesaler who gives it a real TRY 
should acSELLerate his wire business by going CORNISH. 


SOLD ONLY THROUGH ACCREDITED JOBBERS 


CORNISH WIRE CO., wwe. 


50 Church Street New York 7, N. Y. 


REPRESENTATIVES 











@ ATLANTA BRIDGEPORT @ CHARLOTTE @ CHICAGO @ CINCINNATI 

CLEVELAND @ DALLAS DENVER @ DETROIT @ KANSAS CITY 
@ LOS ANGELES @ MINNEAPOLIS @ PHILADELPHIA PITTSBURGH 
@ ROCHESTER @ ST. LOUIS @ SAN FRANCISCO @ SEATTLE @ WILLIAMSTOWN 


@ Stock carried 








Producers of Quality Wire Products for Home, Farm and Industry 
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Dropping a Line 
Brings a Profit 


Cory Corp. turned a net loss of 
$794,758 in fiscal 1958 to a profit of 
$664,850 for the fiscal year ended 
Aug. 31 after pulling out of the 
air-conditioning field. 

In its annual report, the Chicago 
company reported net sales of $15,- 
159,183. Sales totaled $24,399,519 
in fiscal 1958. 

“The discontinuance of unprof- 
itable product lines has produced 
our earning increase,” J. W. Als- 
dorf, president, said in the report. 

He said Cory was virtually out 
of the air-conditioning business ex- 
cept for servicing product warran- 


ties on units. previously _ sold. 
Its air-conditioner manufacturing 
plant has been converted into a 


warehouse and usable production 
machinery has been transferred to 
other Cory manufacturing sites. 

Income before tax provision rose 
to $1,389,850 in the year just 
ended, compared with an operating 
loss of $1,325,620 in the same pe- 
riod last year, Alsdorf said. 


Six-Month Profits Up 60%, 
Waste King Looks for More 


Waste King Corp. racked up 
$535,232 in net profits during the 
six months ended Sept. 30. Last 
year the profit figure for the same 
period was $333,786. Consolidated 
sales for the company and its Chi- 
cago subsidiary, Cribben Sexton 
Co., reached $18,685,112 in the first 
half of this fiscal year. Last year- 
before Waste King acquired Crib- 
ben and Sexton—the first six- 
month sales of the two companies 
totalled $15,201,196. 


Fedders’ Gravy 
37.3% Thicker 

A rise in shipments of Fedders 
air conditioners more than offset 
the business lost when a contract 
customer’s agreement expired June, 
1958, according to Fedders Corpo- 
ration’s annual report. The com- 
pany raked in $3,021,453 net in- 
come for the fiscal year ended Aug. 
31. That’s a 37.3% rise over last 
year’s $2,200,209. Earnings for 
this year were $1.61 per common 
share, compared to $1.17 in 1958. 

Net sales totaled $55,500,644 for 
the year, as compared to $53,977,921 
for fiscal 1958. 
Lamb Industries, Inc., Toledo, Ohio, 
has acquired four Louisiana com- 


panies: Thomson Machinery Co., 
Inc.; Cane Equipment Co., Inc.; 
Hurrycane Harvesting Co., Inc.; 


and Teche Tractor, Inc. The com- 
panies manufacture. mechanized 
equipment for sugar cane farming 
They also distribute Allis-Chalmers 


equipment in the Louisiana sugar 
cane belt. 
Electronics Capital Corp., San 


Diego, Calif., has bought $400,000 of 
seven-year convertible debentures 
of General Electrodynamics Corp., 
Garland, Tex. The debentures are 
convertible into 47% of the Texas 
company’s common stock. 


Ampex Corp.’s board of directors 
has approved a stock split of three 
for one. The split will be submitted 
to stockholders uf the magnetic re- 
cording company for ratification on 
Jan. 25. 
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DONT MISS THE 


[ACKSTONE 
PROFIT 
‘PARTY* 
2end HeoR, 
CoNRAD 
sHILTON 


© pelresieniellis and a look at 
the complete new Blackstone 
Laundry Line from budget 
wringers through deluxe 
automatic washers -gas and 
electric dryers. SUITE 2200, 
during the winter market. 
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PEOPLE in the NEWS 


M. Smith 
of Ekco 


Jack Sparks 
of Whirlpool 


Sylvania Home Electronics Corp., 
subsidiary of General Telephone & 
Electronics Corp.—Ralph L. Bloom 
has been named sales manager of 
radio and high fidelity. John E. Lau 
has been appointed district sales 
manager for Indiana and parts of 
Ohio and Kentucky. 


Orr Industries Inc., division of Am- 
pex Corp.—Ward Adams Jr. was 
named assistant sales manager. 


Ekco Products Co.—Malcolm Smith 
has been promoted from merchan- 
dising vice president to the newly 
created post of vice _ president, 
foreign division. Charles Moffat 
was named merchandising manager 
to take over Smith’s former duties. 


Mor-Flo Heater Corp.—Stanley B. 
Baker was promoted from direct 
factory representative to assistant 
sales manager. 


Reynolds Metals Co.—Ralph F. 
Thompson Jr. was promoted from 
regional industrial sales represen- 
tative, Baltimore, to manager of the 
appliance and equipment market. 


Kelvinator, division of American 
Motors Corp.—Robert P. King has 
been named manager of the appli- 
ance warranty department. He suc- 
ceeds Ben Camburn, who retired 
recently. 


University Loudspeakers, Inc., sub- 
sidiary of Ling-Altec Electronics, 
Inc.—Haskel A. Blair has _ been 
named president of the manufac- 
turer of loudspeakers. 


Webcor, Inc.—Two new directors, 
James E. Archambault and John 
H. Ihrig, were elected at the com- 
pany’s annual meeting. Archam- 
bault is president of Dormeyer 
Corp.; Ihrig, executive vice presi- 
dent of Webcor. 


Ramo-Wooldridge, division of 
Thompson Ramo Wooldridge Inc.— 
Six men have joined the technical 
staff of the division. Werner L. 
Frank, Harold S. Cosel, James F. 
Everett and Paul Rosenbaum are 
working in the intellectronics lab- 
oratories. Emil R. Schipanski is 
with the systems development de- 
partment. Eugene H. Thom is in 
penetration systems. 


Mill Power Supply Co., an affiliate 
of Duke Power Co.—B. B. Parker 
has been elected president of the 
Charlotte, N. C., company. He suc- 
ceeds W. Gresham Thomas who 
remains as executive consultant. 


Audio Devices, Ince.—Donald J. 
Moore has been named production 
control manager for the Stamford, 
Conn., manufacturer of recording 
materials. David W. Murphy was 
made plant comptroller. 


C. Moffat 
of Ekco 


R. L. Bloom 
of Sylvania 


Pennsylvania Range Boiler Co., 
Inc.—John J. Shand was appointed 
southern district manager of the 
water heater manufacturer. 


Maytag Co.—Mrs. Ruth Krustev, 
associate editor of “Successful 
Farming,” has been named Linda 
Marshall home service director, ef- 
fective Jan. 1. 


Aeronutronic, a division of the Ford 
Motor Co.—Dr. Lloyd P. Smith, 
former president of Avco Research 
and Advanced Development Divi- 
sion, has joined Aeronutronic as di- 
rector of research operations. 


Chrysler Airtemp—William H. Den- 
ton has been named manager of 
sales planning, commercial prod- 
ucts, and H. M. Hilburn was ap- 
pointed manager of sales planning 
for residential products in the pack- 
aged heating and cooling depart- 
ment of Chrysler Airtemp. 


Philco Corp.—William Balderston 
Jr. was appointed assistant to Rob- 
ert J. Theis, merchandise manager 
for television. 


Whirlpool Corp.— John Hurley, 
well-known vice president of the 
RCA Whirlpool sales division, will 
relinquish his post on Dec. 31. He 
has been undergoing prolonged 
treatment for a back ailment re- 
sulting from an accident. 
Beginning next year, Hurley will 
be a special assistant to the chair- 
man, Elisha Gray, and will concern 
himself with long-range problems 
of distribution, industry relations. 
Jack Sparks, director: of market- 
ing, will take over Hurley’s duties. 


John Hurley, who is stepping down 
as a Whirlpool vice president because 
of an accidental back injury. 
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Raytheon Starting Revolution 
To Beat Competition to the Punch 


Jets will deliver products to 
distributors. Company hopes 
fast service will create big 
edge on nation-wide basis. 


Already deeply involved in the 
scientific revolution, Raytheon now 
is plunging ahead with another in 
distribution. And in its way, this 
one is equally dramatic. 

Integrating air freight deliveries 
and modern communication devices 
with a single, fully stocked distri- 
bution point in Westwood, Mass., 
the company now can shoot deliv- 
eries 3,000 miles to distributors in 
24 hours—as a routine procedure. 


From its 60,000-sq.-ft. Unicenter in 
Westwood, Raytheon will treat the 
U. S. as a single market which jets 
have made only five hours wide and 
two hours deep. As much as 13 days 
will be lopped off order-to-delivery 
time. The average has been reduced 
from seven days to 24 hours. 
Figuring it was anachronistic not 
to use its own developments to 
speed deliveries in a highly com- 
petitive operation (President C. F. 
Adams’ quip: “Why deliver auto 


parts by horse and wagon?’’), Ray- ~ 


theon, American Airlines and West- 
ern Union spent the last year and 
a half working out this network. 


Basically, it operates this way: 

Prepunched inventory cards are 
inserted in products as they leave 
the Westwood warehouse. As mer- 
chandise is sold, the distributor col- 
lects the cards and places new 
orders on a private wire to Uni- 
center. 

New equipment in Unicenter ac- 
cepts the prepunched card’s infor- 
mation and instantaneously con- 
verts it into an electrical signal. 
More technical equipment prepares 
an invoice and shipping manifest. 

A typical order for 5,000 tubes 
can be received in 17 minutes, as- 
sembled in 19 and delivered to the 
airport in another 45. 


The equipment is now operating ° 


in three district offices, and will be 
extended to 25. Ultimately, Ray- 
theon plans to install it in nearly 
200 distributor offices. 


Benefits, Raytheon believes, will 
be enormous. Besides offering fast- 
er and more complete service, the 
company will be able to eliminate 
three field warehouses; reduce du- 
plicated inventory by $2 million and 
end back ordering, extra billing 
and taxes om excess inventory. 

But the big item is still the time 
factor. Raytheon’s distributor prod- 
ucts division believes complete 
service in less time will trigger in- 
creased sales. 








DISTRIBUTOR 
APPOINTMENTS 


ACCO POWER PRODUCTS, a di- 
vision of American Chain & 
Cable Co., Inc:—Supple-Bid- 
dle-Steltz, lawn and garden 
specialty div., Philadelphia; 
Cerullo Electric Co., Hazelton, 
Pa.; Raub Supply Co., Lancas- 
ter, Pa., Harrisburg, Pa., and 
Winchester, Va.; Dixie Appli- 
ance Co., Roanoke, Va. 


IONA MANUFACTURING CO.— 
Dougherty Enterprise, Kailua, 
Hawaii. ; 


SUN-TRON CORP.—C. W. Bates, 
Detroit; Bucky Moore, Myrtle 
Beach, S. C.; Charles E. Corri- 
gan Jr., New Orleans; Ken H. 
Hill, Mount Dora, Fla.; Kuzell 
& Co., Decatur, Ga; C. F. 
Thomas, St. Louis; Robert C. 
Chapman, Charlotte, N. C.; 
General Sales Co., Indianapo- 
lis; Robert B. Mugridge, Nep- 
tune, N. J.; A. Weingarten 
Corp., Philadelphia; Hodges 
Co., Dallas, Tex. 


HOFFMAN ELECTRONICS :CORP., 
Consumer Products Div. — 
Standard Electric Supply Co., 
Milwaukee, Wis.; Paramount 
Radio Shops, Omaha, Neb. 


TEMCO, INC.—Bluefield Supply 
Co., Huntington and Bluefield, 
W. Va. 


ANDREA RADIO CORP.—S. S. 
Fretz Jr., Inc., Philadelphia. 





What Are Consumers Looking for? 
Rambier Found out: You Can Too 


The man who gave competitive 
cat fits to the big automobile manu- 
facturers has laid it on the line to 
appliance retailers: Don’t miss the 
consumer market of the 60’s by 
ignoring the consumer’s needs. 

By properly considering the con- 
sumer, George Romney, president 
of American Motors Corp., de- 
clared, his company made a success 
out of the “compact” Rambler. 

“We have been gratified by our 
success in the automobile industry, 
moving as we did against a frozen 
product concept and a dominated 
market. We feel more sure every 
day that the appliance industry 
now offers opportunity for our com- 
pany to achieve still greater ad- 
vances,” Romney said. 

He also warned store owners and 
presidents of the Mutual Buying 
Syndicate, meeting in New York, 


that too many department stores 
‘are showing “split personalities” 
to their communities. Historically’ 
the “guardians of quality stand- 
ards,’”’ some department stores now 
are putting the “deal” ahead of 
quality, Romney said. He blamed 
the trend on attempts to meet com- 
petition from discount houses. 
Added Romney, whose company 
manufactures the Kelvinator line: 
“We know in the appliance busi- 
ness we have been failing to reach 
the uncommitted customer with 
greater resources of uncommitted 
buying power because our manu- 
facturing and marketing tools have 
been inadequate gimmicks, gad- 
gets and price cuts.” Kelvinator is 
now stressing “fundamental values 
in basic usefulness, inherent de- 
pendability and economy,” not 
“glitter and gadgets,” Romney said. 
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A Quick Check of 


FACTORY SALES 


appliance-radio-T V index (1947-49 = 100) 


RETAIL SALES 

total ($ billions) 
APPLIANCE-RADIO-TV 
STORE SALES 

($ millions) 

FURNITURE, HOME 
FURNISHING STORE SALES 
($ millions) 

DEPARTMENT STORE SALES 
($ millions) 

VARIETY STORE SALES 

($ millions) 

MAIL ORDER STORE SALES 
($ millions) 

HARDWARE STORE SALES 
($ millions) 

TIRE, BATTERY, ACCESSORY 
STORE SALES 

($ millions) 

CONSUMER DEBT + + 

owed to appliance-radio-TV dealers 
($ millions) 

FAILURES 

of appliance-radio-TV dealers 
HOUSING STARTS 
(thousands) 

AUTO OUTPUT 

(thousands) 

PERSONAL CONSUMPTION 
EXPENDITURES 

for furniture-household equipment 
($ millions) 

DISPOSABLE INCOME 
annual rate ($ billions) 


CONSUMER SAVINGS 
annual rate ($ billions) 


LIVING COSTS 
index (1947-49 = 100) 


EMPLOYMENT 
(thousands) 


UNEMPLOYMENT 
(thousands) 


OF THE WEEK 


BUSINESS TRENDS 


LATEST 
MONTH 


204 
17.7 
342 


586 


1142 
323 
149 
219 
211 


286 


30 
105.1 
54,369** 
18.9-+- 


335.1++ 


21.9+ 


125.5 


66,831 


3272 








Preceding] YEAR 
MONTH | AGO 
166 172 
18.1 16.5 
358 299 
594 559 
1183 1055 
315 309 
150 129 
230 215 
215 189 
288 291 
32 19 
1204 | 115.0 
46,740** |147,361** 
188+,  17.6+ 
335.3+4 3204-4 
24.1+{ 260+ 
125.2 | 123.7 
66,347 | 65,306 
3230 3805 








THE YEAR 
SO FAR 


26.8% up 
(9 mos. 1959) 
8.9% up 
(9 mos. 1959) 
10.2% up 
(9 mos. 1959) 


5.9% up 
(9 mos. 1959) 


10.9% up 
(9 mos. 1959) 
48% up 
(9 mos. 1959) 
14.1% up 
(9 mos. 1959) 
5.1% up 
(9 mos. 1959) 
13.6% up 
(9 mos. 1959) 


1.7% down 
(Oct. 1959 
vs. Oct. 1958) 


13.7% less 
(11 mos. 1959) 
18.3% up 
(10 mos. 1959) 


63.1% down 


7.3% up 
(3rd qtr. 1959 
vs. 3rd qtr. 1958) 


4.6% up* 
(3rd qtr. 1959 
vs. 3rd qtr. 1958) 


15.8% less* 
(3rd qtr. 1959 
vs. 3rd qtr. 1958) 


1.5% up 
(Oct. 1959 
vs. Oct. 1958) 


2.3% up 
(Oct. 1959 
vs. Oct. 1958) 


14% less* 
(Oct. 1959 
vs. Oct 1958) 








“new index used 

**figures are for the week ending Dec 
+ figures are for quarters 

+ +Federal Reserve Bulletin figures (revised) 


5, 1959 and preceding week (revised) 





A Quick Check of 


ments of 15 key products. New figures this week are shown in 


bold-face type. 


DISHWASHERS 
DRYERS, Clothes, Electric 

Gas 
FOOD WASTE DISPOSERS 
FREEZERS 
INCINERATORS 
RADIOS, Home-Portable-Clock 

(production) 


RADIOS, Automobile (production) 


TELEVISION (production) 


REFRIGERATORS 





INDUSTRY TRENDS: 


An up-to-the-minute tabulation of estimated industry ship- 











1959 1958 % 
(Units) (Units) Change 
Oct. 53,500 38,800 | -+-37.89 
10 Mos. 449,500 | 327,200 | +4-37.38 
Oct. 100,834 | 115,133 | — 3.73 
10 Mos. 719,877 |. 623,824 | +15.40 
Oct. 68,835 65,272 | + 5.46 
10 Mos. 370,218 | 287,205 | +28.90 
Oct. 80,500 53,800 | +49.63 
10 Mos. 634,300 | 489,300 | +-29.63 
Oct. 89,600 | 108,100; —17.11 
10 Mos. 1,077,300 | 944,000 | +14.12 
Sept. 4,500 5,500 | —18.18 
9 Mos. 32,900 36,200 | — 9.12 
Week Nov. 27| 226,394 | 229,789 | — 1.48 
47 Weeks 9,093,237 | 7,186,238 | +-26.54 
Week nov. 27 60,612 | 109,098 | —44.44 
47 Weeks =| 4,973,168 | 3,156,595 | +-57.55 
Week Nov. 27| 121,595 99,618 | +22.06 
47 Weeks =| 5,753,969 | 4,505,578 | +-27.71 
Oct. 329,600 | 277,500 | +-18.77 
10 Mos. 3,236,500 | 2,584,300 | +-25.24 








ELECTRIC \L MERCHANDISING WEEK 


TAKING STOCK: A quick look at the way in which 


the stocks of 50 key firms within the industry behaved 









during the past week. This unique summary is another 


exclusive service for readers of EM WEEK. 
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Weekly av for 50 stocks listed below 
32 Sage Gee Sart See es Se Sa sae CA A 
OCT WOV WOV NOV NOV NOV DEC DEC DEC DEC JAN JAN JAN JAN FEB FEB FEB FEB MAR MAR MAR MAR MAR APR 
o296GBWDTMHABWB4 HBO tbh et 8 I 2 5 
STOCKS AND DIVIDENDS 1959 CLOSE CLOSE NET 
IN DOLLARS HIGH LOW |NOV.30] DEC.7 | CHANGE 
NEW YORK EXCHANGE 
Admiral 29% 17 22% 24% | + 1% 
American Motors 2.40a 96% 25% 86 83% _ 2% 
Arvin Ind. 1B 36% 23% 24% 24% + Es 
Borg Warner 2.80G 47% 37% 44% 47" + 2% 
Carrier 1.60 48% 34% 37% 39% + 2" 
Chrysler 1 72% 50% 63% 65% + 2"h 
Decca Records 1 21% 17 18% 18% + Ye 
Emerson Elec. 1.80B 77% 48% 67 74% + Ih 
Emerson Radio .50F 26% 12% 16% 18% + 2% 
Fedders 1 22% 16% 17% 18% + 1% 
General Dy. 2 66% 42% 50% 50% + %s 
General Elec. 2 93 74 91% 92% + % 
General Motors 2 58% 45 51% 51% + \&% 
General Tele. 2.20 79 60 76% 77% + 1% 
Hoffman Elec. .60 37 22% 29% 29% + va 
Hupp CP4F 8% 5Y, 6% 7. + % 
Magnavox 144B 70% 48% 67% 67% 
Maytag 2A 43% 32% 40% 41 + A 
McGraw-Edison 1.40 48% 37% 40 40% + % 
Minn. Mining & Mfg. 1.60 178% 111% 168 175% + 7% 
Montgomery Ward 2 53% 40% 51 49, — lp 
Monarch 1.20 24 18% 18% 20, + 1% 
Motor Wheel .60 21% 16 20% 21% | + 1% 
Motorola 1% 165% 57% 161% 157% — 4% 
Murray CP 31% 25% 27% 27% 
Philco 4G 36% 21 28% 31% + 3% 
R.C.A. 1B 73% 43% 71% 71% cae 
Raytheon 3F 73% 43% 545% 55% + 7 
Rheem .30G 27% 17% 23% 27% + 3% 
Ronson .60 14% 10% 11 10% - ih 
Roper GD 34 18 20% 19% ~ 7 
Schick 17% 12 16 16% + %& 
Smith A.O. 1.60A 64 44% 51% 52% - % 
Sunbeam 1.40A 66% 50 60 65% + Si 
Welbilt .10G 8% 3% 6 6% | + % 
Westinghouse 2.40 106 70% | 103% 105% | + 2% 
Whirlpool 1.40 39% 28 33% 35 + 1% 
White Sewing 14 7 10% 11. + ip 
Zenith 1.60 136% 87% 122 118% — 3% 
AMERICAN EXCHANGE 
Casco Pd. .30G 9% 4% 7% 8% + % 
Century Elec. % 11% 9% 9% ps : 
Du Mont Lab. 9% 6 8 9% + 1% 
Herold Rad. 12% 5% 8% Ss —- % 
lronite .20 8% 5% 8% 7 —- ¥ 
Lamb. Ind. 5 3% 4% 4h _ % 
Muntz TV 3% 1% 3% 3% + fj 
Silex 8%, 2% 8% 8% - 
MIDWEST EXCHANGE ™ . 
Knapp Monarch Son 4% Ya + 2 
Toowtay Radio 7 8Y% 9% + % 
Webcor 12% 13% + %h% 

















A—Also extra or extras. B—Annual rate plus stock dividend. D—Declared or paid in 1959 plus stock 


dividend. E—Paid last year. F 


Payable in stock during 1959, estimated cash value on ex-dividend 


or ex-distribution date. G—Declared or paid so far this year. T—Payable in stock during 1958, esti- 


mated cash value on ex-dividend or ex-distribution date. 





INDUSTRY TRENDS continuep 
RANGES, Electric—Standard 
Built-in 
VACUUM CLEANERS. 
WASHERS, Automatic & Semi-Auto 
Wringer & Spinner __ 
WASHER-DRYER COMBINATIONS 
WATER HEATERS, Electric (Storage) 


WATER HEATERS, Gas (Storage) 





Oct. 


10 Mos. 


Oct. 


10 Mos. 


Oct. 
10 Mos. 


Oct. 
10 Mos. 


Oct. 
10 Mos. 


Oct. 
10 Mos. 
Sept. 
9 Mos. 


Sept. 
9 Mos. 


1959 

(Units) 
74,200 
781,500 


69,200 
613,806 


330,899 
2,836,882 
282,415 
2,475,487 
91,729 
780,857 


24,798 
165,352 


71,000 
626,000 


240,000 
2,281,400 








1958 
(Units) 


78,300 
652,200 


57,400 
429,200 


339,127 
2,684,473 


303 102 
2 253,654 


100 954 
755'140 


22 843 
128'988 

74,300* 
611,800* 


230,000 
2,003,100 





% 
Change 
— 5.24 
+19.83 
+20.56 
+43.01 
— 2.43 
+ 5.68 
— 6.83 
+ 9.84 
— 9.15 
+ 3.41 
+ 8.56 
+-28.19 


— 4.44 
+ 2.32 


+ 4.35 
+-13.89 





*revised 


Sources: NEMA, AHLMA, VCMA, EIA, GAMA. 
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® HAMILTON REPORT: 


HERE’S HOW WE STAND 
ON STEEL AND ON AVAILABILITY 
OF HAMILTON LAUNDRY 
EKQUIPME PGE: Sctetantisl purchases of steel prior to the strike have enabled us 


to continue production through the critical fall period, virtually without interrup- 
tion or reduction of our planned production schedules. Some shortages in certain 
parts we purchase have reduced”our ability to deliver certain models in quantity 
to satisfy demand. In these cases we asked our distributors and dealers to allow 


us to substitute models for which parts were available. 


Totally, our sales and production will come to the levels we originally planned, 


but our inventory ts critically low. 


HERE’S WHAT TO EXPECT 
DURING THE FIRST QUARTER 


OF ] 960 > Steel in process in various stages of processing at the mills began 
rolling from our suppliers within days of the return-to-work. We still expect parts 
shortages to continue, which means we may still have to ask distributors and 
dealers to switch models in some instances. This will be particularly true through 
January. However, you can look forward to full production next month, in terms 
of total units. 

In spite of the dislocation and turmoil caused by the strike, we’ve had a fine year 
—a “Golden Year’ — the best in our history. And, of course, this has been a 
“Golden Year” for Hamilton distributors and dealers, too! We would like to ex- 
press our sincere appreciation to all of the Hamilton dealers and distributors who 
contributed to this record year. We sincerely hope that the steel industry and the 
steel unions can reach an agreement which is in the best interests of all of us. 


We'd like to return to “‘business-as-usual” and make 1960 an even bigger one 
than this year. 


EDWARD P. HAMILTON 
PRESIDENT 


HAMILTON MANUFACTURING CO., TWO RIVERS, WISCONSIN 


Trust 


It was Thomas A. Edison’s desire that no 
product should ever bear his name unless it 
represented values beyond those of all 
competition. 


So a year ago, when we introduced a new 
line of appliances bearing this famous name, 
we pledged to maintain and build them with 
the high standards of quality necessary to 
merit this association. The line consisted of 
room air conditioners, central air condition- 
ing systems, dehumidifiers, and humidifiers. 


Today, the public and trade alike have 
received these distinguished products with 
open enthusiasm and utmost respect. The 
quality and engineering have left no doubt 
in anyone’s mind but that they are entirely 
worthy of the name Thomas A. Edison. 
And sales have climbed steadily without 
sign of stopping. 


As our progress continues, and as volume 
increases, you can depend on these products 
for the distinguished quality the public 
associates with the most honored name in 
the electrical field. 


“The public’s fine response 
to the Thomas A. Edison 
home comfort appliances 

is the truest testimonial 

to their high quality” — 
Charles Edison, 
Chairman of Directors, 
McGraw-Edison Co., Ine. 


























ELECTRICAL MERCHANDISING 


EVEN GREATER 
ACCEPTANCE AHEAD 
Now starting its second year, 
there are a few territories open 
to handle the fast-growing 
Thomas A. Edison family of 
fine appliances. Inquiry is 
invited from distributors and 
dealers who appreciate the 
unusual value of this franchise. 
For full information, write to 
Thomas A. Edison Home 
Comfort Appliances, McGraw- 
Edison Co., Albion, Michigan. 





















4d PRODUCTS OF 
OF Edi on. 


Home Comfort Appliances 
Albion, Michigan 
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